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If you require specific dates for 1954 now is not too early to make your reservations in the most 
_Widely-read magazine for women in this country —5,330,000 women readers (Hulton Survey 


1953) at the lowest rate per thousand net sale of all mass circulation full colourgravure weeklies 
(13/2d. monotone, 19/9d. colour) 


Womans onn 
2,123,643 


AUDITED NET SALE 
(Jan.— June, 1953) 
STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2 
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The ‘Bubbles’ 


advertisement 


Sirk,—-I am not quite sure, if | 
correctly interpret from reading 
her most interesting Guest 
Column “Mora! of the Bubbles” 


ad.” (September 3) whether Miss 
M 


. SS. Wenmoth infers that 
Millais painted “Bubbles” de- 
signedly for advertising purposes 
and for Pears’ in particular? 

That this was emphatically not 
so is related in J. G, Millais’ 1899 
biography of his father The Life 
and Letters of Sir John Everett 
Millais. Millais was very fond of 
his little grandson, Willie James, 
and seeing him blowing soap- 
bubbles, at once set to work and 
painted him. Then 

“Shortly after Sir William In- 
gram came to the studio, and 
falling in love with the picture 
bought it for the ///ustrated Lon- 
don News. Other pictures, such 
as “Cinderella,” “Puss in Boots,” 
“Litthke Mrs. Gamp” and “Cherry 
Ripe” had been previously dis- 
posed of in a like manner, and 
artistically reproduced as supple- 
ments to that paper or the 
Graphic; and knowing that the 
purchasers would do justice to 
his work, as they had done be- 
fore, Millais handed it over with- 
out any concern as to its fate, or 
that the copyright, of course, went 
with it. After using it as a 
supplement to their paper, the 
proprietors sold the picture (as 
they had every right to do) to 
Pears. And now Mr, Barrett, 
Pears’ manager, appeared on 


THIS WEEK 
Policy Platform — Readership 
Surveys under British Law, 
page 442. 


NEXT WEEK 


agents forecast 
advertising trends. 


Fifty 


To The Editor.. 


the scene. To my father’s 
astonishment he called at 
the studio one morning with 
specimens of the coloured en- 
graving that they proposed to 
publish as an advertisement of 
their wares. My father was 
furious. He protested strongly 
against this utilisation of his art; 
but knowing that he had no 
power to prevent their using the 
picture in any way they liked, he 
at last consented to look at the 
specimens. Their excellence 
tended somewhat to assuage his 
wrath; he admitted, as he was 
bound to do, that the work was 
admirably done, and with an ex- 
pression of his regret at the pur- 
pose to which it was turned the 
interview ended. Clearly, there- 
fore, no blame attached to him; 
and as to Pears, I can- 
not but feel grateful to them for 
the spirited departure from the 
beaten track of advertisers, The 
cxample they set tended to raise 
the character of our illustrated 
advertisements, whether in papers 
or posters, and may possibly 
lead to the fjnal extinction of 
such atrocious vulgarities as now 
offend the eye at every turn.” 

Little could Millais have 
known, in 1885, that his enchant- 
ing painting was destined to be 
one of the finest advertisements 
that advertising has ever had. 
The beautiful “Bubbles” coloured 
insets in the old magazines were 
a joy to behold, while on the 
credit side, that angelic little 
model must have sold an awful 
lot of Pears’ soap. 

I. C. Berry. 

Fleet Street, London, E.C.4. 


P.C.B. Memorial 
Fund 


Sir,~-May I ask the hospitality 
of your columns to reply to a 
couple of questions which many 
are asking us: (1) when will the 
fund close and (2) to what object 
will the money be put? The 
answer to (1) is that we shall see 
the holiday period through be- 
fore closing and (2) that it will 
depend on the total sum con- 
tributed. As already stated the 
memorial will be associated with 
the work of N.A.B.S. 

It is understood that both the 
English Golf Union and the Hert- 
fordshire Golf Union, of which 
Percy was president for many 
vears, have in mind the establish- 
ment of perpetual memorial 
trophies. 

Leste Harwoop, 
33 Thurloe Street, 
London, S.W.7. 


Monotone 

Sirn,—The use of the word 
“monotone” has puzzled me for 
some time. I always use the word 
“monochrome” when referring to 
single colour work and I believe 
this to be correct. 

Can someone enlighten me on 
this point? I have seen the 
word “monotone” on dozens of 
rate-cards, and ADVERTISER'S 
WEEKLY uses it regularly. For 
the record, my Webster’s defines 
the word as follows: “recitation 
on a single note or key, to recite 
(as prayers) on a single note.” 

Perhaps your readers could let 
me know which is the correct 
term to use. 

JAN P. P. TANNER. 
82 Closefield Grove, 
Whitley Bay. 

{[Mr. Tanner would appear to 
be right. In spite of such phrases 
as “‘half-tone” and “these colours 
do not tone,” the Oxford Dic- 
tionary does not allow “mono- 
tone” as a synonym for “mono- 
chrome.” It does, however, give 
“monotint’: “a representation in 
a single colour; a picture in only 
one colour.” Editor.) 


Was it the week’s 


‘best quote’? 

Sin,—-1 was more than sur- 
prised to read an extract from the 
annual report by Sir Stanley 
Holmes, M.P. (chairman of the 
Beecham Group), under the head- 
ing “Beecham chief gives this 
week's best quote,” in your issue 
of September 3. 

“This week's best quote!” As 
if what was quoted needed that 
title in, of all papers, ADVER- 
TISER'’S WEEKLY. 

The ultimate 
sumer goods 
creased sales, 
production, 


result of con- 
advertising—in- 
economy of mass 
retailers quick stock 
turn, low price to consumer, 
greater profit to manufacturer, 
etc.—is the basic consideration of 
at least 90 per cent of all such ad- 
vertising, and while I cannot but 
admire the lucidity of Sir Stanley 
Holmes’s remarks and can imag- 
ine the revelation they may have 
been to many readers of the 
report, I think that your presen- 
tation with such prominence of 
observations of so basic a charac- 
ter, is out of true proportion to 
the value of the extract as a news 
item. 
PETER LEIGHTON. 
24 Hedge N.13. 
[Our correspondent misses the 
point. What Sir Stanley said is, 
of course, a basic truth— but the 
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QuALITY 


fact that he said it (as the repre- 
sentative of a group which spends 
£3,626,680 a year on advertising) 
makes it NEWS indeed. All too 
seldom do we hear the big leaders 
of industry proclaiming, in so 
cogent a@ manner, their faith in 
advertising. We would like to 
prira some such “quote” every 
week.—Editor.} 
* See “Comment” page 440. 


Freedom of 
(fuel) choice 


Every means should be taken 
by the Government to inform the 
public of the serious fuel and 
power problems facing _ this 
country states a productivity 
report on fuel conservation, 

The report describes the pre- 
sent competition between gas and 
electricity as being “the reverse 
of healthy.” It states: “We see, 
for example, the gas industry con- 
tinuing to compete for public 
lighting and the British Electri- 
city Authority competing © still 
more strongly for domestic space 
heating. There can be no real 
freedom of choice for the con- 
sumer where fue] shortages and 
controls persist.” 

“Competition and freedom of 
choice are, in such cases, false 
gods, They should be buried and 
replaced by co-ordination and a 
national fuel policy.” 


Irish contracts 

The Jrish Trade Journal and 
Statistical Bulletin, issued by the 
Central Statistics Office, Dublin. 
reports that contracts for adver- 
tising services were placed by the 
Irish Government during the 
February-April period with 
Gerard Healy, Dublin, and 
O’Keeffe’s Advertising Service 
Ltd., Dublin. 

It is understood that the 
Gerard Healy contract is in con- 
nection with Government-spon- 
sored films 


SILK SCREEN. 


DISPLAY. STOVE ENAMELLING 
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How much do DAIL Y HERALD 
Readers spend on Pets 


PEL FOODS, the second of ten new commodity reports on the Buying Habis and Purchasing Power 
of DAILY HERALD Readers, gives you this information. The first report, 

Boot and Shoe Cleaners, is being published and distributed this week. Others in the series are 
Footwear, Outerwear, Bicycles and Accessories, Razor Blades, Shaving Creams, 

Dentifrice, Buying by Mail, and Holidays. 

The evidence contained in these surveys confirms the quite staggering resources of the 

DAILY HERALD family market... where families are one-third better off than pre-war... where there 
is an average of at least three wage earners to every two homes... where 5396 sce no other national 
daily newspaper. DAILY HERALD domination of the 

mass commodity market is without parallel in this 

country—a fact advertisers do well to recognise. 


HULL, ADVERTISEMENT DIRECTOR, “DAILY HERALD,” ACRE HOUSE, LONDON, 


_ : = 
ne a a SS - ; it ea 
ee 
es ™ 
aw ae Diet Sy \ 
}* =«- hhh r * "a ¥ mn e ; 
rf . ai " i +e 
~~ < . P . om 
: , Poni : * > a : , os ’ ‘ 
re a : mh - = ; . _ 
* f: > 7. hunk ah ‘ ed ane i a w 
ad on { “ ey. 2 “f~ , « 
’ ao iM J . i x e ™ &. 5 h 4. (Za , “4 7 ae - & ; ti) 
a Se ad ad ‘3 a ce +4 , ‘ hi , 4 nde fa ¥ 
t erie as «ME a 
é ; . i _ "se ae . 
u . 4 . as ‘i ie. “Vo y* : ; 
&, CO i 
“ é y, 4% He ae a ‘ a 7 - . oe id ; 
# Vad vy —- OE) BP ay 
. a a ae! * rs i _— : > a 
% ~* > } ’ > V : 
~ gy pa _ j ii ; - 2 “j +" ‘ \ 7 bs A | My 
aie! < ie 4 _ SA 
ieee _— at de IN 
ae 7 bats z % - Pa es 7% Spada — a i y 
; a ae ee oo ai a 
‘ 4 a ee ss — eee a. ‘’ = Z a am 2 ae a . 
s a en 2 ey ot 2 one’ ; EM - iw. a - 2S .. 
a og a oe " aa ¥! na te ss A a a 
3 Bn i ae “ che a re Oe ha le ag : or i 
. c eae " ae 7 fda Me et a = M 
— —— he ai a ‘ 
“et > » oo : a. - ee  , ' 
~A a a. ; = a a = £ ; 
2 : . 7 et ek e AN oy ‘ .. 7 i as be Ss i. . 7 
v i a. 
S4 a a * ~% g MS a Ke : 2 on an ¥ ,  s - i mi —_— ae me “a * 
. ae ‘ - ge ee wings eer 5 aa ey : 
Y 2 aa ., ieee ie St ' 5 oy 
Bp a s > i 2 . iG .' im ‘ - > c “hd ie bets ans Bai F > a — > 
BE ee 
ge i . oe Ss. oe ghee: “ae of oe k= 
i 7 2 7 » Sie : = Sy ae y vid ae , 
oe x a Ag ps / eee a ; ie / x : 
- ay as , ao a” 4 “a t r tat : 43 ee xs 4 ’ = . te o ter” 
: aa = Pte Bae © fM gulaieeaiab es oe j come aes “ 5 t Me 
oe ay = ed “2 cor : pl ea * a5 oe ’ - i. 4 . ™ ’ , e i} " x 
ee en js 4 ae a ree * a ‘ Res: He a Fe) a m ——— : 
et gO ae - ¢ ” & ‘ — ww 4 — an * 2 
ee Se 8 7 ————— 
7 * See ee 
aa oP a’ : ~ cit \ Wing, , Wigs 
i ae , a te fo .- “ c , 
Te % ae ee ne ae . a rar ; 
d. se ee aden CESS aan ae ae _- My ky. 
: iy 7 eae Bom B es y a a ‘ x P* . a A en. 
ee ae Be z : sip ey ee ee 2 *¢ Wel, = «ie + wa * 
4 , Be é ‘ 5 “ 5 ce By 4. . = «i ye “a a i * 
E. H. — 2 
wi.3 
= _* 7 elle. a tel ray - ee af # - 
oe, 


ADVERTISER'S WEEKLY 430 SEPTEMBER 10, 1953 


yelling _— 


The hoarser kinds of publicity 
are not always serviceable 

for products with a high reputation. 
Often you need only say a 

few well chosen words to a few 

well chosen people — like the 

readers of The Listener. 

They are people who like good things. 
They can afford them and are 
prepared to hunt for them. They are 
(as their taste in reading suggests) 

just as much influenced 

by reasoned argument as by a loud 
repetition of claims. If you have 
something to sell that is better than 
average, you can be certain — 

for experience has proved it — 

that The Listener’s readers will 
respond extremely well. 


136,407 


PEOPLE READ 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to : Head of Advertisement Department, B.B.C. Publications, 


Broadcasting House, Portland Place, London, W.1 
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Brittain to 


publish 


‘Recorder’ daily 


On October 27 a new, daily newspaper will appear. 


William 


J. Brittain, head of the Brittain Publishing Group, is to publish 
a daily edition of The Recorder, at present a weekly. 


Initially, distribution will be 
confined to London and _ the 
Home Counties. The aim is a 
circulation of 100,000 But 


within six months it is planned to 
extend distribution until] it covers 
the British Isles, 

Mr. Brittain estimates that he 
will need a circulation of 500,000 
to make the paper pay on a 
national scale. Present circulation 
of The Recorder as a weekly is 
22,500. 

The new daily will sell at two- 
pence and will be similar in size 
and style to 
the present 
pub lication 
which — will 
continue to 
be published 
under the 
title of the 
Recorder 
Weekly. The 
new venture 
will be 
printed by 
outside con- 
tractors in 
addition to 
W. J. Brittain the Brittain 

Group's own 


printers, 

Heavy promotion for 
Recorder will be launched on 
October | A half-page space 
has been booked in the Evening 
Standard and smaller spaces in 
local newspapers circulating in 
London and the Home Counties. 
Bus advertising, posters and direct 
mail will also be used 

P. E. Deverall, a former chair- 
man of Grant Advertising Ltd., 
who recently joined the Brittain 
Publishing Group, will be general 
manager Mr. Brittain will be 
editor. 

Advertising agents will be re- 
ceiving to-morrow (Friday) a 
brochure giving full details of the 
new daily newspaper. 

In it Mr. Brittain writes: 
“Northcliffe, with his Daily Mail, 
gave a mass public which could 
@ Continued on next page 


The 


No moths for 
this lamp 


An electric lamp which, it ts 
claimed, does not attract moths, 
flies and other winged pests ts 
being introduced by Crompton 
Parkinson Ltd. 

Ilo be known as the Buzz-away 
lamp it gives a primrose yellow 
colour light and is being sold for 
private and public gardens, and 
places of refreshment and enter- 
itainment such as open air 
theatres, swimming pools and 
bandstands 

The new development is being 
advertised in the trade press by 
the agents, S. H. Benson Ltd. 


Benn joins board 

Glanvill Benn, chairman of 
Benn Brothers Ltd., has joined 
the board of the Shipping World 
Ltd. In addition to the weekly 
Shipping World, the publications 
of the company include World 
Shipbuilding, The British Ship- 
huilding Compendium, and Ports 
of the World. 


AA’s annual dinner 

The annual dinner of the Ad- 
vertising Association will be held 
on Wednesday, November 25, at 
the Dorchester Hotel, Park Lane 


The Two Freds teams watch the captains toss for mnings 


Pat Auld 
and Print) 


(Advertisers and Agents) cally as “Doc” Gibbons (Pre 


spins the com 


Two Freds match ‘breaks the 
charity barrier’ for NABS 


The confident hope that this 
year’s Two Freds cricket match 
for NABS would “break the 


the good cheer and wit character 
istic of the advertising business 
Introducing Sir Miles, Andrew 


charity barrier” was expressed by Milne. chairman of the Fleet 
Sir Miles Thomas. president of = Street Column Club, which on 
NABS, when he spoke as chiet gamises this annual match, de 


guest at vesterday’s (Wednesday) scribed him as “a great believer 


lunch at the match at Hurling- ino everything which is for the 
ham. good.” 
Sir Miles had iit ipted his Mr. Milne paid grateful tribute 


visit to the Farnborough Air Dis- to the cricketers, scorers (Bill 
play to attend the luncheon, thus Guoning and Frank Peck), and 
exchanging, as he said, one umpires (Ernest Cooper and Dan 
barrier breaking for another Warnock) for their efforts for 
In thanking al! those who had NABS Ihe other workers for 
worked for ‘the success of the the match would, he said, receive 
match, he paid tribute to the pro acknowledgment in due 
gramme, not only for the record When the cheque was handed over 
revenue produced but for the high 10 the Society—but on this occa 
standard of the advertisements sion he felt he must mention the 
“These were,” he said, “full of ®@ Continued in Stop Press 
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@ Continued from page 431 


PLANS FOR 
NEW DAILY 


read for the first time a news- 
paper they could understand, This 
popularisation, in) some news- 
papers, has gone too far. 

“The need now is a new news- 
paper for a new public—better 
educated, thinking, and with 
respect for the sound things in 
life... . It will be the newspaper 
of the man of achievement and 
his family; a complete newspaper 
plus something else.” 

The brochure emphasises that 
a mass coverage is not the aim 

“Our prospective readers are in 
Classes *A’ and ‘B’, probably the 
majority in Class *A’.” 

The rate will be £2 15s. a 
column inch. Should the initial 
circulation figure of 100,000 not 
be achieved advertisers will re- 
ceive a rebate proportional to the 
actual sale. Special positions will 
include a front page 8 in. dc. 
space at £78 and a half-page at 
£275. 

Membership of the Newspaper 
Proprietors’ Association has been 
applied for as well as that of the 
Audit Bureau of Circulations. 


Roy Thomson 


takes over 


Canadian, Roy Thomson--he 
owns a string ol newspapers in 
Canada and the U.S.—is the new 
chairman of Scotsman Publica- 
tions Ltd., which publishes The 
Scotsman and the Edinburgh 
Evening Dispatch. 

He has bought Sir Edmund 
Findlay’s controlling interest, and 
Sir Edmund has severed his con 
nection with the company tor 
purely personal reasons. 

The Scotsman has been in the 
hands of the Findlay tamily tor 
several generations. Sir Edmund 
took over management of the 
business in 1930, on the death ot 
his tather, Sir John Findlay. 
Later he converted it into a pri- 
vale limited liability company. 

Sir Edmund’s youngest brother, 
Peter Findlay, who has been 
associated for some years in the 
conduct of the business, retains a 
substantial minority interest in it. 


Assurance to the board 


Mr. Thomson, who is of Scot 
tish descent, was born in Toronto 
and conducts his various news 
paper and radio enterprises trom 
there They include 14 daily 
newspapers, covering Canada 
from Quebee City to Vancouver, 
five Canadian radio broadcasting 
stations, and a newspaper in St. 
Petersburg, Florida. 

He intends to live in’ Edin- 
burgh and will) control his 
Canadian interests through his 
son, Kenneth R. Thomson 

Iwo leading Scottish assurance 
ollices have co-operated by pro 


Nottingham papers’ 
surprise merger 


The Nottingham Guardian and the Nottingham Journal 
were merged on Monday, when they appeared as the Guardian 


Journal. 


Ihe Nottingham Journal was 
disposed of by Westminster Pro- 
vincial Press Newspapers to 1. 
Bailey Forman Ltd., owners ol 
the Nottingham Guardian, in 
June. 

The Nottingham Journal, tirst 
as a weekly newspaper and later 
as a daily, dates back to 1756, 
and by its absorption of the 
Weekly Courant 1s linked with 
the first Nottingham newspaper 
publication in 1710. The Not- 
tingham Guardian was founded 
as 4 morning paper in 1861, and 
has since been published con- 
tinuously under the ownership of 
the Forman family. 

Readers were told: “In com- 
bining the resources of these two 
old-established newspapers, which 
have always had much in com- 
mon as honest disseminators of 
news, it is the proprietors’ aim 
to blend the best of both, and 
on that basis to produce a news 


ny 
ta 


viding finance to assist in the 
transter of ownership 

Roy thomson has assured his 
colleagues of the Board of The 
Scotsman Publications Ltd., and 
the assurance companies, that he 
“will maintain The Scotsman 
and tts sister newspapers as inde- 
pendent organs of Scottish 
opinion, serving, without fear or 
favour, as they have done in the 
past, the best interests of Scot- 
land, and striving to promote the 
material well-being and cultural 
lite of the community.” 


paper that will stand in the first 
rank of the English provincial 
press. 

“The Guardian Journal] is first, 
foremost and all the time a news- 
paper. Its firm policy ts to pre- 
sent factual and  uncoloured 
news; to state facts on which the 
thinking reader can base his own 
opinions. In editorial comment, 
but not in the news columns, the 
Guardian Journal will express its 
own opinions on events and 
movements of the times, Politic- 
ally, it will favour free enter- 
prise, but it is tied to no party, 
and its endeavour will be to 
comment temperately and fairly 
On all topics.” 

The merger was described as 
“opening a bright new era in the 
history of newspaper production 
in the North and East Midlands.” 

Ihe merger involves some 
transfer of employees between 
offices, but no redundancy. 


. . 

ELEPHANT ON 

. 

THE MATTRESS 

Hundreds at an Ipswich fur- 
nishing showroom saw an ele 
phant le down on a mattress. 
Ihe store was Collyer & Sons, 
and the elephant came from a 
circus visiting the district. 

Later the mattress, still in per- 
fect condition, was displayed in 
the showroom windows, while 
advertisements headed “14 tons 
of elephant tests the strength and 
comtort) of Collyers’ famous 
guaranteed Perfyxsleep spring in- 
terior mattress” appeared in the 
local press. 


100 weeklies are interested in 
co-operalti ve competitions 


Informal talks took place in 
Manchester on Monday between 
Joseph Pendlebury (Bolton Stan- 
dard), H. Geldeard (Manchester 
City News), J. E. Armitage (War- 
rington Guardiant, and M. N. 
Codd (Southport Guardian) on the 
subject of Mr. Pendlebury’s pro- 
posal that at least 100 weeklies 
should arrange co-operative com 
petitions 

Mr Pendlebury explained 
alterwards that he had been 
anxious to test the reactions of a 
small group of weekly newspaper 
directors and executives who 
were within easy reach of Man- 
chester prior to calling a meeting 
in London of representatives of 
all those newspapers interested in 
his proposal 

“It was felt,” Mr. Pendlebury 
added, “that expert opinion 
should be sought as to the type 
of competitions which should be 


run, and that definite proposals 
should be drawn up for presenta 
tion to a genera] meeting. 

“Various opinions were ex 
pressed as to methods of financ 
IRE Competitions, and one sugges- 
tion was that subscriptions trom 
newspapers might have to be 
based on circulation figures. 

So far more than 50 firms, 
representing more than 100 news 
Pepers, have written to Mr. 
*endlebury expressing interest in 
the scheme 


. 
Newspaper finance 

The board of the Bristol Evening 
Post Lid. has declared a first interim 
dividend for the year to March 31, 
1954, of 3} per cent free of tax to 
be paid on October 1, 1953 Thy 
board ilso I solved lo recom nd 
to shareholders the payment of a 
final dividend of 14 per cent free of 


tax for the year ended March 31. 
1983. 
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Opening in Cardiff today is the 
Business Efficiency Exhibition 
M:* 


AT THE DRILL HALL, CARDIFF 


—_—--= - — - s 


This advertisement for the Business 
Efficiency Exhibition in Cardiff will 
appear in “The Times’ on Septem- 
ber 14. The idea is that it will bring 
home to Welsh readers of “The 
Times” the fact that the Cardiff 
Exhibition is meant for them perso- 
nally rather than being just a travel- 
ling show, and that it will also 
catch the eve of Welsh business men 
in London and elsewhere through- 
out the country. 


Arh aaa 


FE. Ransome-Smith, of the Adver- 
tising Creative Circle, examining 
some of the paintings and drawings 
which will be on show at the exhi- 
bition being sponsored by the Circle. 


Art work from 
America 


Over 270 original drawings 
and paintings showing some of 
the best art-work in current 
American advertising will be on 
view at an exhibition to be pre- 
sented by the Advertising 
Creative Circle from next 
Wednesday, September 16 to 29. 

The exhibits are from the Art 
Directors Club of New York. 
They will be shown at the 
premises of the Institute of In- 
corporated Practitioners in Ad- 
verusing, 44 Belgrave Square, 
W.1, daily from 10 a.m. to 6 p.m. 

Saturdays included. Admission 
will be free. 
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An advertiser will challenge 


Hovis ads. 
‘a classic 
example’ 


Regret that the millers failed to 
take any positive action in telling 
the public about the freeing of 
flour and the re-introduction of 
the white loaf are expressed in 
a leading article in Confectioner, 
Baker and Restaurateur. 

In spite of present day difficul- 
ties a campaign should not have 
been beyond the resources of the 
body that inspired the “Eat more 
bread” campaign some 15 years 
ago, it states. 

But the Hovis campaign is 
praised. “At all events,” it con- 
tinues, “the circumstances have 
not proved too much for a well- 
known firm whose proprietary 


brown bread has become, 
through wise advertising, a 
household word. They were 


quite determined to maintain 
their share of the nation’s bread 
trade, whatever the  circum- 
stances, and they set out to do so 
by means of an extremely effec- 
tive series of large space maga- 
zine and press advertisements 
under the title of ‘Home truths 
about bread’. 

“If ever there was a_ classic 
example of how to put over a 
constructive advertising cam- 
paign, this was it, and we salute 
the enterprise of the sponsors.” 

* See Copytaster on Hovis 
advertising—page 444. 


England leads on 
silk screen 

Paul W. Sprinzel. managing 
director of Studio Sprinzel Ltd., 
London, told members of the 
northern branch of the Display 
Producers and Screen Printers 
Association in Manchester last 
week that overseas silk screen 
printers were often labouring 
under difficulties, but they were 
all busy and many planned to 
enlarge their factories. They had 
to rely on England for their 
materials and were loud in their 
praise of the service they re- 
ceived. England was certainly 
leading Europe in silk screen 
printing. 


J . . 
Stand fitting by 
torch light 

The strike of electricians at 
Olympia impeded preparations 
for the opening of the Engineer- 
ing & Marine Exhibition, last 
Thursday. 

In order to complete their con- 
tracts, Sindall & Baker (Publicity) 
Ltd.. of Watford, borrowed from 
their clients, Vidor Ltd., one hun- 
dred battery operated lanterns, 
and, ringed with this unconven- 
tional form of lighting. carpenters 
and painters worked through the 
night, completing their contract 
by 8 o'clock the following morning 


< 
xf 


D. G. Wood 


Antony Wilson 


Basil Brindley 


More youth delegates named 


More youth delegates, under 
the Time magazine scheme, have 
been chosen to attend the Adver- 
tising Clubs’ Conference at Har- 
rogate. They include: 

Basi! Brindley (Publicity Club 
of Ireland), a member of the pro- 
duction department of McCon- 
nell’s Advertising Service. He 
spent a number of years on the 
Stock Exchange before going to 
London to embark on an adver- 
tising career, 

Oxford’s delegate, David G. 
Wood, commenced training in 


In the fifth session of the Con- 
ference on Sunday, September 27, 
J. B. Nicholas will speak on “Ad- 
vertising in the New Elizabethan 

ge.” 


1945 as a printers’ reader with the 
Alden Press (Oxford) Ltd., with 
the prospect of an ultimate man 
agerial appointment. He joined 
the Advertising Club of Oxford 
in 1947, and was elected to the 
executive committee for 1952-53 
and again for 1953-54. 

The Publicity Club of London 
has nominated Antony Wilson. 
He is at present advertising 
adviser to Bata Development 


Ltd. Previous appointments in 
clude market research, media and 
production with Lintas Ltd, a 
period as one of five Hulton 
Press trainees, and service as a 
group assistant advertising mana 
ger of the Parnall (Yate) Group. 

Nominated as Bradford Pub- 
licity Association youth delegate 
is Keith Murgatroyd of Bennett 
Williams (Advertising) Ltd.. where 
he is in charge of the studio, 

Nottingham Publicity Club has 
chosen 24-years-old Robert An- 
drew Jordan. He joined the staff 
of Rexall Drug Co.,Ltd. 
Nottingham, in 1946. In 1952 he 
was appointed assistant publicity 
manager to the company. 

1. W. Rieg’s. Southampton’s 
choice, is a member of the club's 
executive commitice and of its 
development and membership 
committees. He also represents 
the club on loca! bodies Now 
running his own agency in his 
native Southampton, he has had 
experience as a junior executive 
with Carew, Wilson. Massey Ltd... 
and as a copywriter with W. & T. 
Avery Ltd 

Ralph W. Black. 2%-vears-old 
director of A. A. Black Ltd.. has 
been nominated by Birmingham 
Publicity Association 


Quick frozen lemonade concentrate 


A quick-frozen lemonade concentrate is now being marketed by 


Birds Eye Foods Ltd. 

Made from Italian lemons and 
processed at the company’s plant 
at Great Yarmouth, this is said 
to be the first quick frozen citrus 
juice product to be made in this 
country. 

The lemonade concentrate is 
being marketed for the time 
being only in London, Reading. 
Northampton and Cardiff. The 
product is available in tins of 
six fluid ounces — sufficient to 
provide 1-5 pints of lemonade 
Price per tin is 1s. 6d. 

Wherever quick frozen fruit 
juice concentrates have been in- 
troduced they have — rapidly 
proved successful and this intro- 
duction undoubtedly represents 
a major development in the soft 
drinks industry. For the time 
being the advertising campaign 
will not be extensive but a 
national programme is envisaged 


@ Soft drink = manulacturers 


development | he 
soft drinks market will be 
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From ‘To-morrow’s Topics’ 
July 23 


for the not distant futur Ad- 
vertising agents are Lintas | td 
A special article describing 


how citrus concentrate have 
been breaking all sales cords 
in the United States this summer 


is carried on page 468 of this 
issue, 
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the clubs 

‘Mr. X’ records 

his speech for 
Harrogate 


Mr. X.—an anonymous 
national advertiser—attended 
the sets of the Gaumont 
Specialised Film Unit on 
Tuesday, to record his speech 
for the Advertising Clubs’ 
Conference at Harrogate. 


Mr. X is making the opening 
speech at the first session of the 
conference on Friday, September 
25. His theme is “What use is 
an advertising club to me?” 
Because he feels that he speaks 
not merely as an individual, but 
as a representative of national 
advertisers throughout — British 
industry, his speech will be made 
anonymously by means of a 
record 

The small audience who were 
present when he made his record 
ing say that his speech is full of 


. oe 


recording his speech, 


challenge both to advertising as 
an industry and to the clubs. He 
recalls, in some detail, his own 
problems when he first undertook 
a national advertising campaign, 
and asks what has been done in 
the meantime to make easier the 
path of the company” which 
wants to spend its shareholders’ 
money wisely and practically? 


In particular he throws down 
two challenges to the advertising 
clubs and suggests ways in which 
they might give help to present 
day advertisers who are still in 
their early stages. He stresses 
the national importance of adver 
tising in building up the likely 
business which can contribute 
much to. British industrial 
strength and particularly to our 
export trade. He asks what is 
being done to spread this gospel, 
and again a challenge to the 
clubs is implied. 

His speech is, in fact, 20 
minutes of good north country 
hard-hitting and it should stimu 
late a lively and valuable discus- 
sion not only on club affairs but 
on the duties of the whole ad- 
vertising industry to those who 
spend money with it. 
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fan Harvey, M.P., on competitive TV forecasts 


SEPTEMBER 10, 1953 


‘Commercial corporation selling air time 


to advertisers’ 


‘CONTROVERSY HAS BEEN WORKED UP” 


CS Le that the Government will bring in a measure 
to establish competition in the field of television was 
expressed by Ian Harvey, M.P. (a director of W. S. Crawford 


Lid.), speaking to the Publicity 
Club of Norwich and Norfolk. 


It seems probable.” he said, 
‘that this measure will amount to 
the setting up of a commercial 
corporation authorised to- sell 
air ume to advertisers, and hav 
ing a clear responsibility for the 
maintenance of certain defined 
standards of ethics and conduct 
in the programmes which are put 
over, 

‘It is not without significance 
that such a proposal would follow 
the recommendations made 
earlier this year by the represen 
tatives of the advertisers and the 
advertising agents, namely the In 
corporated Society of — British 
Advertisers and the Institute of 
Incorporated Practitioners in Ad 
vertising 


Reason for pride 


“All those who are connected 
with advertising have reason to 
be proud that these two organisa 
tions should have taken a lead 
in this important matter 

“Conversely they have equa! 
reason to resent the suggestion 
that any association with adver 
tising should automatically de 
base cultural and moral standards 
Fver since this controversy was 
worked up —-there iy nothing 
spontaneous about it advertisers 
and advertising agents have been 
subjected to this implied abuse, 
and most of them have taken it 
lying down, or in even less dig 
nified positions 

“The attitude taken up by those 
who are leading the campaign 
against commercial television is 
significant when one realises that 
they have nearly all a vested in 
terest at stake. Nobody can tell 
me that ex-governors of — the 
B.B.C. and people who have been 
employed regularly on television 
programmes are really dis 
interested parties 


Relative values 


“Nor is the press without an 
interest bearing in mind that ad 
vertising on television will have 
to be paid for out of money 
which might otherwise be allo 
cated to advertising in their 
columns 

“As advertising men we should 
never be afraid of a new medium 
although novelty is not necessarily 
a recommendation We must 
assess the relative value of tele 
vision against other established 
advertising media and make our 
plans accordingly.” 


Club News 


Oxford 
Point of sale 


research urged 

“Point of sale is a major adver- 
tising medium with as much night to 
that title as press, posters, or cinema : 
it warrants, therefore, the same 
thought and research which other 
media enjoy,’ Gordon C. Wilson, 
of Foote, Cone & Belding Ltd., told 
the Advertising Club of Oxford 
yesterday (Wednesday). “There is 
wn unnecessary lack of useful infor- 
mation about this medium; we could 
all learn a great deal by a scientific 
study of it. 

“Advertisers are well placed to 
curry out a study of shop layouts 
ind consumer behaviour within these 
retail outlets, They could institute 
checks by their salesmen of every 
piece of display material they use 
to have its life, and movement from 
important to less important posi- 
tions, recorded. Important pieces 
of display material could easily be 
pre-checked by advertisers for trade 
acceptance, life in important sites 
and sales performance. Kew media 
are quite so suitable for sales checks 
as iS the point of sale display. 

“The agencies, in their turn, could 
encourage their chents in such ac- 
tivity. Agencies should ensure that 
their marketing executives do really 
go out “on the road” frequently. 


| Newcastle 


| 
| 


Publicity for a 


good cause 

Members of the Publicity Club 
of Newcastle and District who 
toured the Percy Hedley School for 
Spastic Children at Forest Hall, 
repaid the school’s hospitality with 
a cheque for £38 10s. 

It was the proceeds of a women’s 
cricket match at the County Cricket 
Ground, Jesmond, sponsored by the 
Publicity Club and arranged by Miss 
Mary Gardner, of the Women's 
Cricket Association, 

The cheque was presented by 
Lorne C. Robson, president of the 
Club, to Frank Wilkin, chairman of 
the schocl management committee. 

Mr. Wilkin said that the school 
represented five years of hard work, 
but the believed that the public were 
now sympathetic. He added: “You 
have helped to bring the work to 
the notice of the public, and publi- 
city is aS important to us as money.” 


Manchester 
Five vacancies on 
the council 


The annual general meeting of the 
Manchester Publicity Association is 
to be held at the Café Royal, Peter 
Street, Manchester, on Wednesday, 
October 7, at 11.45 a.m., and will 
be followed by the opening luncheon 
of the season. 

Laurence P. Scott has accepted 
the council's invitation to continue 
as president for a further year. 

here are five vacancies on the 
council including three retiring mem- 
hers, D. Buckland-Smith, T. G. N. 
Pearce, and W. McMillan, who offer 
themselves for re-election. 

Subject to confirmation at the 
annual general meeting the council 
make the following recommendations 
for offices: chairman, E. A. Paess- 
ler; hon. treasurer, John Newton; 
hon. secretary, Oswald Dearden. 


a0) agents forecast advertising 
trends for 1954 


EXT week “Advertiser's Weekly” will publish the results of 
an advertising opinion survey of a kind that has never, it 
is believed, been previously undertaken in this country. Fifty 
leading advertising agents in London, the Provinces and Scot- 
land, writing in strict confidence, have forecast the advertising 
trends they expect during 1954, and have "given reasons for 


their views. 


Their opinions have been ana- 
lvsed and collated, and will be 
presented in a feature, occupying 
a number of pages, which will 
prove of absorbing interest to the 
whole advertising business, From 
their knowledge of advertiser 
plans, but without, of course, 
disclosing them, they have been 
able to give a very definite indi- 
cation of how appropriations will 
be decided and spent next year 


Among questions the survey 
will answer are: 
Will consumer = spending 


power increase or decrease? 


@ In which product groups 
will spending rise or fall, and 
why’ 

@ Will advertisers generally 
spend more money or less? 

@ Which media can expect to 
do better, and which no, so well? 

@ Wil! advertising rates rise or 
fall’? 

@ Which developments on the 
media side would be most wel- 
come to agents and advertisers? 

@ What do agents think about 
commercial television? 

What significant changes in 
advertiser policy or agency prac- 
tice may he expected? 


London 


* 
Early reunion 

The official opening of the Pub- 
licity Club of London's season is the 
annual “Get-Together’’ at the 
Waldorf Hotel on September 21, but 
several of the club members have 
already opened the season inform- 
ally at the Aldwych Club. 

Monday last was the first evening 
on which honorary membership of 
the Aldwych Club was available to 
Publicity Club members, under the 
new agreement announced some 
weeks ago, and a dozen or so turned 
up for refreshment and a chat with 
old friends. 


Regent 


Education lectures 

The Regent Advertising Club will 
again be holding weekly educational 
lectures this season. Organised By 
Miss Alison Gillard (Monotype 
Corporation) with the assistance of 
Peter Coley (Odhams Press), the 
programme consists of 26 lectures 
to be held at the Club's premises 
on Tuesday evenings, from Septem- 
ber 22 to March 20. The lectures 
will cover all branches of adver- 
tising, and creative production. 


Berrows’ new 
London office 


The London offices of Berrows 
Newspapers Ltd., and its subsidiary 
Press Alliance Ltd., are moving to 
64 Fleet Street, E.C.4, as from 
September 14. 

Berrows Newspapers are propric- 
tors of Berrows’ Worcester Journal, 
Worcester Evening News and Times, 
Hereford Citizen & Bulletin and the 
Leominster News. 

Press Alliance are London repre- 
sentatives of a number of provin- 
cial papers including the Shrews- 
bury Chronicle and the Dudley 
Herald. 


. * 

Boost for Britain 

British Trade Weeks are now 
being held in Manitoba and Sas- 
katchewan for the fifth successive 
year. 

These Trade Weeks will follow 
other displays of British goods in 
Canada which, since the early sum- 
mer, have been featured at the 
Prairie Fairs first at Brandon in 
Western Manitoba, and in succes- 
sive weeks at Calgary, Edmonton. 
Saskatoon and Regina. At these 
Fairs the British goods shown in- 
cluded woollens, confectionery, 
groceries, hand tools, diesel engines 
and knitwear. 
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ADVERTISING 
DIARY 


Thursday, September 17. 

Pusticiry Citsn or Lereps 
tuncheon. Speaker: Eliot Warbur- 
ton Great Northern Hotel 

Pusticrry CLUB OF NEWCASTLE 
tPON TYNE A. C. Sampson on 
‘Insurance.”” Crown Hoel, 1 pm 

Friday, September 18. 

INSTITUTE OF INCORPORATED Prac- 
TITIONERS IN ADVERTISING weck-end 
course. Oxford 

YOUNG NEWSPAPERMEN'’S Asso 
CIATION annual conference. Lian 
dudno (‘until Sunday, September 
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Nelson and 
the lights 
of London 


The “fine decision” of Mr. 
Harold Macmilian, Minister 
of Housing and Local 
Government in permitting 
most of the advertising signs 
in Trafalgar Square to con- 
tinue, is applauded by the 
“Evening Standard.” 

A leading article adds: 
“Having accepted the prin- 
ciple of neon advertising in 
Trafalgar Square as part of 
the London scene. Mr. Mac- 
millan is wrong to discrimin- 
ate between one sign and 

ther. He should give per- 
mission for them all to be 
turned on—and make _ this 
bright spot brighter still.” 


‘Something new in 


. 
technical ads.’ 

Four full-colour pages, for 
Murex Welding Processes Ltd.. in 
the September issue of Iliffe’s 
Welding and Metal Fabrication 
are claimed by its advertisement 
manager, H. A. Collman, to 
represent something new in tech- 
nical advertising. 

Instead of illustrating the tech- 
nical processes, they show the 
finished products respectively a 
jet rocket in flight, a ship on the 
stocks, and an Avro Vulcan jet 
bomber—by means of a striking 
colour panel, with a description 
of the product and illustrations 
of some of the Murex equipment 
used, in black and white under- 
neath. The fourth page shows 
further Murex equipment in 
black and white, against variously 
coloured backgrounds 

G. Dadd Ltd., of Sutton, are 
the agents for Murex 


They made gifts for 


’ . 

Two Freds auction 

Harold Fish, the auctioneer, 
thanks the following for gifts for 
the auction which followed the 
“Two Freds” cricket match in 
aid of N.A.B.S. (Earlier lists of 
donors appeared in ADVERTISER'S 
WEEKLY on August 20° and 
September 3): 

Griffiths & Millington Ltd. 
Bentley Maudesley & Co., Ltd. 
Noma Cosmetics Ltd. Achille 
Serre Ltd. J. Wix & Sons, Ltd. 
Cuddeford Brothers & Co., Ltd 
Gonzalez, Byvass & Co. Ltd 
Carreras Ltd. E. M. Napier Ltd 
Cussons Sons & Co., Ltd. Galla- 
her Ltd. Cravsons (Coats) 


‘Blighty’s’ new 


. 
premises 

From Monday, September 14. the 
editorial, advertising circulation 
and general offices of Blighty maga 
zine will be operating from new, ex- 
tended premises at 64 Fleet Street 
London, F.C.4. 

Four more pages have been added 
to the paper to give wider scope for 
new editorial features 


435 


ADVERTISER'S WEEKLY 


Ratio of advertising costs to 
sales ‘never better’ 


HE ratio of advertising costs to sales was better now than 

ever before said R. H. H. Symonds, advertising executive 

of Crookes Laboratories Ltd., at their annual two-day con- 
ference of representatives in London last week. 


Mr. Symonds, discussing the 
company’s advertising campaign 
for the past year said that the 
major change had been the allo- 
cation of a large sum for a 
weekly programme on Radio 
Luxembourg. 

He added: “The quality of the 
reception varies enormously in 
ditlerent. places but, generally 
speaking, it comes over best for 
some extraordinary reason in 
Scotland, and since the new 208 
wavelength was introduced it has 
been coming over well in Ireland, 
and we have been watching par- 
ticularly sales in these two areas. 
In Scotland we have also been 
testing our half-minute advertis- 
ing filmlets for two years and at 
the end of last season’s campaign 
sales of Crookes’ Halibut Oil 
were 25 per cent up on two years 
ago.” 


Stepping up expenditure 


Sales of Crookes’ Halibut Oil 
for the first quarter of the current 
yeur were up over the whole of 
the U.K. and Eire. 

“We are stepping up expendi- 
ture on Radio Luxembourg,” he 
added, “From the middle of 
October there will be twice 
weekly |-hour programmes but 
instead of Lacto Calamine being 
the main commercial, with Hali- 
but Oil coming at the end of the 
programme in the form of a 
Station announcement, Halibut 
Oil will take pride of place with 
Lacto Calamine as a sign-off.” 

Ihe advertising campaign for 
Crookes’ Halibut Oil would be 
based on the slogan “Don't take 
cold take Crookes” and the copy 
would stress the importance of 
regular daily doses. 


Press ads. and films 


Ihe weight of the press cam- 
paizn would be the national 
dailies, backed up by Sunday 
papers, weeklies, monthlies, 
women’s papers, educational 
Papers, sports papers and maga- 
7ines In the sports field the 
siogan used would be “A daily 
sunshine capsule keeps you 
summer fit.” 

A series of half-minute filmlets 
in colour would be shown in 
some 600 cinemas for a period of 
13 alternate weeks, 

Mr. Symonds also dealt with 
dressed window shows, mailings, 
show cards and the company’s 
own educational films which were 
shown over 200 times last year to 
audiences from the services and 
sociclies representing the medical, 
nursing and pharmaceutical pro- 
fessions and boys’ and girls’ 
schools 

Frederick H. Radford, director 
in charge of the London office of 


Presservices Ltd. (acting tor 1. G 
Scott & Son Ltd.), deseribed pub 
lic relations as an indispensable 
aid to modern management He 
said its role was to interpret a 
company’s policy and aims t 
the public, or any section of the 
public It was the job of a 
P.R.O. to build up a company’s 
prestige and goodwill and to get 
the company talked about in a 
way which would enhance tts 
reputation 


Fashion ambassador 


Seventeen-years-old Phyllis Roberts, 


elected from the fire’ s 18,000 
women employees as “Miss Lyons 
of 1983" will be an ambassador for 
British fashions when she leaves to 
day (Thursday) on her price winning 
visit to America. Mark Quinn, head 
of publicity, J. Lyons & Co., Ltd., 
who organised the visit is accom- 
panying her. “Miss Lyons” has 
been provided with a wardrobe of 
the latest British models. 


Northampton as 


The claims of Northampton as 
an ideal territory for product- 
testing are set out in a memoran- 
dum which will be sent to all 
London advertising agents and 
selected national advertisers next 
week by Alan Robertson 
Macdonald, advertisement direc 
tor, Provincia] Newspapers Ltd., 
publishers of — the weeklies 
Northampton Independent and 
Northampton Mercury & Herald, 


and the evening paper 
Northampton Chronicle & Echo 

With a population of 105,000, 
Northampton, it is claimed, is 
large enough to contain a cross 


section of age and incom wroups 
agd vet smal! enough to make a 
test campaign comparatively in 
expensive. As a countr, town it 
is the focal point of in area 


Obituary 
Norman Wetton 


Norman Wetton, personal assist 
amt to W. Memory, advertisemen 
director of the News Chronicle, died 
suddenly on Friday last mm his 64th 
year 

He collapsed and dicd on his way 
home shortly after leaving the offic. 
where he had worked through the 
day's normal routine in his usual 
state of health. 

€ leaves a widow and i 
daughter, Jean, who is on the stall 
of S. H. Benson Ltd 

Of his long and successtul years 
in Fleet Street the last 27) wer 
happily associated with) the News 
Chronicle As recently as January 
of this year he gave up his position 
as assistant advertisement manager 
in order to become the personal 
assistant to W. Memory, advertise 
ment director. 

r. Wetton began his business 
career in the counting house of th 
old) Mornine Standard and atte: 
wards was a sub-editor on th 
Lvening Standard tor two years, then 
advertisement manager Ideal 
Homes. We youned the Daily Fapress 
in 1913 in the days of Sir Arthur 
Pearson's propnetorship and his 
father, George Wetton was its adver 
tisement chief He was assistant 
advertisement manager until 1922 

In 1919 Lord Beaverbrook 
launched the Sunday Express and in 
1922 Norman Wetton was appointed 
advertisement manager, a post he 
held until he resigned in 1926 to 
yon the Daily News, some tour years 
before its change of name to th 
News Chronicle, upon amalgama 
toon with the Daily € hroniele 


H. UH. Norman 


Managing director of the South 
London Press for over a quarter ot 
a century until his retirement m 
1938, Herbert Henry Norman has 
diced. He was 78 

In 1907 Mr. Norman and two 
colleagues Robert Hayes and 
G. A. N. Jones bought the South 
London Press, then a small Vic 
torian paper that had been launched 
in 1895, and modernised it 

Mr. Norman was # founder mem 
ber of Greater London's Greater 
Press, a leading member of — the 
Newspaper Society and a past 
president of the London Master 
Printers’ Federation 


ideal test town 


mainly devoid of other large 
towns. 

In addition to a great staple 
industry, boot and shoe manufac 
turing, it has heavy and light 
engineering, clothing and bedding 
manufacturing, leather dressing 
and flax milling. Unemployment 
is practically non-existent a 
regular weekly “Labour Page” of 
advertisements of vacancies in 
industry appears in the Chronicle 
& Echo. An addition to 2.16% 
retai! outlets. including five de 
partmental stores, there is the 
largest open-air market in the 
Midlands, held twice week! 

The memorandum quotes the 
A.B.C. figures for the three jour 
nals. as follows: Chronicle & 


Echo. 47.940. Mercury & Herald 
10.548, and the 
6.124 


Independent 
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N ew job for 


Sidney Brown 


Mills & Rockleys director Sidney 
Brown has been appointed as a 
special representative in charge of 
service throughout the company 
Alderman Brown (he is this year’s 
president of the British Poster Ad 
vertising Association) will be suc 
ceeded aS group manager at 
Lescester by Jack Warburton Kay 
from Norwich, and the Norwich and 
Ipswich areas are being merged into 
one kast Anglian Group which will 
be managed by P. Kelly of Ipswich. 
Mr. Kelly will be operating from his 
office at Ipswich for the time being 


J. E. Berridge retires 
J. KE. Berridge thas retired 


from active management of The 
Observer. He had been with the paper 
for more than 42 years, 23 of these 
as manager. Throughout this latter 
period, stated a front page an- 
nouncement last Sunday, he com- 
bined with his own dutics those of 
advertisement manager, and—for 
much of the time—those of circu- 
lation manager as well. This record 
of combined operations is beleved 
to have no exact parallel in Fleet 
Street. 

Mr. Berridge, who remains on the 
board of directors, represented The 
Observer on the Council of the 
Newspaper Proprietors’ Association 


for over 30 years. When he took 
over aS manager in January 1931 
the net sale of The Observer was 
200,808. By last June it had risen to 
497,150. 


Mr. Berridge is succeeded as man- 
ager by T. L. Jones, and by his son, 
N. J. Berridge, a9 advertisement 


and circulation manager. 


. . 
$ . $ 
: Honouring two : 
* . 
: stalwarts : 
: Two “old stagers” in adver-? 
stising who have retired this year’ 
gwill be the guests at a luncheon’ 
sto be held in their honour at thes 
Connaught Rooms on Wednes-¢ 
sday, October 21. : 


They are Jack Bottell, director: 
of Alfred Pemberton Ltd until’ 
his retirement in July, ands 
A. G. (Archie) Swatton, chief! 
space buyer at John Haddon &¢ 
Co., Ltd., who retired in Febru-$ 
ary. : 

An organising committee has: 
been formed comprising C. W.! 
Hibbitt (the J. Walter Thompson? 
Co. Lid), Le A. O'Farrell: 
(Rumble, Crowther & Nicholas: 
Ltd), T. F. Brown (Birmingham: 
Gacette) and Will Kitchen, Jr. 
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R. E. Hubbard has been appointed 
northern advertisement manager for 
George Newnes Ltd. He joined 
Newnes’ Manchester office as an 
idverlisement representative three 
and a half years ago and has been 
acting manager during the past six 
months 

* * 

Following the sudden death of 
A. M. Sommerville, chairman and 
managing director, the yard of 
directors of Sommerville & Milne 
Lid., announce that Miss N. E. 
Harris has been appointed as man- 
aging director. There are no further 
board changes. Miss Harris 
been with the agency for over 22 
years. 

* * * 

Don A. Omand, who recently re- 
signed from the Bata Shoe Com- 
pany, where he was responsible for 
sales promotion and creative adver- 
tising work, has joined W. A. 
Woolward & Company, the Edin- 
burgh advertising agency, in charge 
of the creative and production de- 
partments. Mr. Omand started his 
career with Glasgow agencies, mov- 
ing to the S.C.W.S. and then to 
C.W.S., Manchester, before joining 
Bata in 1951. 


John Metcalf joins 
CPV board 


John Metcalf, managing director, 
Voice & Vision Ltd., has been 
elected to the board of Colman, 
Prentis & Varley Ltd., the parent 
company. 

* * * 

Anthony Gorman, Conservative 
candidate in the Broxtowe by-elec- 
tion, is vice-chairman of Notting- 
ham Publicity Club. 

(See Mainly Personal, page 476) 
* o * 


An original note has been struck 
by Cecil Swann Lid. advertising 
agency in the adoption of an em- 
blem based on the 800-year-old 
Swann family crest, the motto of 
which is “May Your Name Be 
Honoured.” Cecil H. Swann, 
founder and chairman of the com- 
pany, has been connected with the 
publicity world for over 30 years 
in Great Britain, U.S.A. and on the 
Continent. The following appoint- 
ments to Cecil Swann Ltd. have 
been made: A. E. Barbosa, art 
consultant: R. Erie Courtney, pro- 
duction; Jean Lytle, public rela- 
tions and Gerald Swann (son of 
Cecil H. Swann), studio. 


* 

K. M. Ratcliffe has resigned his 
position as publicity manager for 
Pauldens Ltd., Manchester and 
Newcastle, Heap & Son, Bury, and 
Pendlebury’s Ltd., Wigan (all part 
of the Debenhams Group). He has 
been appointed advertising manager 
by the Owen Owen group in Liver- 
pool. 


“Trouble in 
Store,” now in production at the 
Pinewood studios of the J. Arthur 
Rank organisation, are (left) E. B. 
Dawson (chairman, South African 
Morning Newspapers), and Arthur 
Alfred (managing director, African 
Amalgamated Advertising  Con- 
tractors (Europe) Ltd.). Seated in 
front of them are Lana Morris, 
who plays the feminine lead, and 


Visiting the set of 


Mrs. Alfred. 
* * * 
George Bourne, north = region 


sales manager for Dunlop with head- 
quarters at Leeds, is retiring at the 
end of this month after over SO 
years of service in the Dunlop or- 
ganisation both overseas and at 
home. His successor will be A. 
Nesbitt, at present district manager 
at Newcastle. 


* * * 

Mollie Luke has joined the Lon- 
don office of F. John Roe Ltd., 
on editioral and special women's 
interest accounts. Miss Luke has 
been assistant to the advertising 
manager of Colgate-Palmolive for 
the past two years, and prior to 
that was secretary to the chairman, 

. B. Foster. 


Wedding Bells 


Two well-known members of the 
Publicity Club of London chose 
Saturday to get married. They are 
L. Temple Rosswick of Tothill 
Press, who married Miss Gwendo- 
line Cooke in London and latin W. 
Lyon, of the media planning depart- 
ment, W. S. Crawford Ltd., who 
married Miss A. L. Veitch in Ber- 
wick-upon-T weed. 

* 

The wedding took place in St. 
Andrew's Church, Dublin, — last 
Thursday of Peter Owens, director 
and general manager of Domas 
Advertising, Dublin, and Miss Nora 
O’Meara. The bride is a former 
member of the Jrish Times. staff. 
Both are members of the Irish Ad- 
vertising-Press Club. 

* * * 

A fireside companion set has been 
presented by her colleagues to Miss 
M. Depledge, a member of the ad- 
vertisement staff of the Bradford 
Telegraph and Argus, on the occa- 
sion of her forthcoming marriage. 
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40 years of 
exhibitions 


This year Kenneth Bridges, man- 
aging director of F. W. Bridges 
& Sons Ltd., celebrates his 40th 
anniversary as an organiser of trade 
exhibitions, which annually attract 
thousands of buyers from home and 
overseas. 

A score of friends entertained him 
to lunch just before the opening of 
the 19th Engineering, Marine and 
Welding Exhibition at Olympia. 
That exhibition was the 21st that 
Mr. Bridges had organised since the 
end of the war. Mr. Bridges re- 
vealed at the luncheon that the first 
exhibition he personally supervised 
was in Stoke-on-Trent in 1913. He 
was 17 at the time. 

Kenneth Bridges’ father started 
the family business in 1896, when he 
staged several exhibitions at the 
Royal Agricultural Hall, Islington. 
To-day his firm and its associates 
are responsible for exhibitions deal- 
ing with brewing, laundering, 
bakery and confectionery, packag- 
ing, scientific instruments, furniture, 
printing, hotels and catering, as well 
as engineering. 

* * 

G. H. Storer, a member of 
Yachting World's (Associated Iliffe 
Press) advertising staff, won three of 
the major awards, as well as many 
other prizes, at the Walthamstow 
Town Allotments Association Show. 

* * * 


H. A. Lear has resigned from his 
office as London circulation mana- 
ger of the Scotsman Publications. 


* * * 

H. St. George Ogden, who was 
associated with Sir Charles Higham 
in the early days and until recently 
was advertisement manager of The 
Lady, is to act as a special repre- 
sentative for Marketing, the journal 
of the Incorporated Sales Managers’ 
Association. 


* * * 

Denys McKechnie, until! recently 
Yorkshire and Lancashire represen- 
tative of the British Trade Journal 
and Export World, has been ap- 
pointed financial advertisement 
representative of the Benn Group of 
trade journals. 


* * 
George Campbell, a wel!-known 
Irish artist, has been appointed 
public relations officer to Ferguson 
Ltd., tractor manufacturers, Dublin. 


* * _ 

Malcolm Dunbar, of Edinburgh, 
has been appointed to represent the 
interests of Howards Press Advertis- 
ing Ltd. and Howards Publicity 
Ltd., of Manchester, in Scotland. 

* * * 

A. W. Fowler has been appointed 
display manager for Chiesmans Ltd., 
Maidstone. He was previously with 
Martins (Canterbury) Ltd. He suc- 
ceeds W. P. S. Philip, who is going 
to E. P. Rose's, Bedford. 

* * * 

B. S. Lawrence has joined E. K. 
Cole Ltd. as the company’s press 
officer. Formerly assistant editor of 
the British Trade Journal and Export 
World (Benn Bros. Ltd.), he started 
his journalistic career on the 
Southend Standard. 


A.B.C. Figures 
Jan. to June 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,321 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Central 9353 


i eS 436 es 

é News About People ‘ $ ; | 
SSS SS SSSSEaEE————E—— | /_ | - , | 
a ow, a <4 

a ART, as 


Jack’s as good as 


his master nowadays 


That’s what the squire must be thinking. That’s his gardener’s son who's 
just bowled him. 


Does he work en the estate? 


Not likely. He works in a factory. Earns three times as much as his dad. 


Yes I bet he does. What with overtime some of those chaps make pretty 
big money. 


And they don’t have the overheads people like you and I have. A lot of them 
enjoy subsidized rents, can eat in the canteen and usually live close to where 
they work. As a matter of fact my Sales Manager tells me that statistics 
prove that the working classes own over half the television sets in the country 


and a very large percentage of expensive products like washing machines, 
refrigerators and even motor cars. 


He’s right too. By and large they’re the people with the money to spend 
these days. 


DAILY MIRROR 


ADVERTISER'S WEEKLY 


With the biggest daily net 
sale on earth, the 
DAILY MIRROR 
offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 
dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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‘Well’, said Winston ‘YOU look innocent enough’ 


Full story of the ‘Mirror’s’ wartime clash 


with Government 


Churchill’s ‘Fifth Columw charge 
draws frank reply by Cecil King 


_ Cecil H. King arrived at 10 Downing Street on 
January 30 1941 to try to persuade the Prime Minister 
that the Cabinet could not claim a monopoly in patriotism, 
Churchill scrutinised his austere, reticent visitor with some 
surprise. Outside the Cabinet room the Bofors were banging 
away in the third or fourth air-raid of the day. “ Well,” said 
Winston, “ you look innocent enough!” 


‘THE IDEAL | 


’ yc 9 
SALESMAN 

A warning against the constant 
reiteration of the world “produc- 
tion” has been sounded by F. C. 
Hooper, managing director, 
Schweppes, Ltd. 

“Production, important though 
it iS, is merely a means to an 


end and that end is sales,” he 
told the London Branch, Incor 
porated Sales Managerg Asso- 


ciation, of which he ts the new 
president. “We are a_ trading 
nation, and no trading nation can 
afford to underestimate its sales 
men.” 

The ideal salesman, he said, 
must be a scientist who could 
understand all the modern forms 
of statistical control, and = an 
artist Who could rely on his own 
judgment in deciding when to 
depart from facts and figures 
and follow his own hunch. Mr. 
Hooper said that if it were not 
possible to get these two quali- 
ties in One man, he would plump 
for the former. 

Mr. Hooper had a word to 
say on the importance of the im 
pact function of advertising. “For 
four years | have published a 
series of advertisements in which 
the name of the product was not 
mentioned,” he claimed, 

. . 

Commercial TV in 


Isle of Man? 


Public opinion is being 
sounded in the Isle of Man as to 
the desirability of setting up a 
commercial television station on 
the island. 

The Isle of Man Weekly Times 
reports that a local radio and 
television dealer, S. Hinton, of 
Douglas, has been approached by 
a syndicate who “if given suffi- 
cient encouragement” would set 
up a station in the island subject 
to a licence being obtained from 
the Postmaster-General. Mr. 
Hinton is inviting the views of as 
many people as possible. 


. . 

£1 million target 

It is hoped to celebrate the com 
pletion by Robert Lucas of 21 years 
as secretary of the Printers’ Pension 
Corporation by bringing the total 
amount raised during that period to 
over £1 million. 

The Corporation's Festival, which 
will culminate the appeal, will take 
place at the Connaught Rooms on 
Wednesday, November 18. 

The Hon. Lionel Berry is this 
year’s president. 


This recorded incident in the 
history of the Daily Mirror 
given in Hugh Cudlipp’s book 
Publish and be Damned! 
(Andrew Dakers Ltd., 12s. 6d.) 


highlights the most important 
chapters which deal with the 
clash between the Mirror and 


the Government during the 
critical years of the war, 

Sir Winston Churchill gave the 
author permission to publish for 
the first time confidential letters 
in which, as Prime Minister, he 
expressed his distaste for the 
Mirror's wartime policy, Extracts 
from the diary of Cecil King re- 
garding his wartime interviews 
with the Premier are also given 

The book ts notable, too 
(writes Wilton” Evan), for its 
candid and shrewd appraisal of 
Mr. King, now chairman of the 
Mirror group. 

“Black type and sensationalism 
seem alien to Cecil King’s make- 


up,” writes 
Mr. Cudlipp 
“But closer 


inspec- 
tion reveals 
a twinkle in 
the eve and 
an impish 
desire in- 
herited from 
North- 
cliffe to put 
the cat 
among the 
pigeons. 
“The first 
quality which 
emerges 18 
his talent for organisation. He 
abhors untidiness and unpunctu- 
ality; he likes ‘to get things 
done.’ His is the scientific ap- 
proach, for he thinks in the tealm 
of facts and figures, cause and 
effect; once he has found out for 
himself and drawn his own con- 
clusions, nothing short of aerial 
reconnaissance, artillery bom- 


Cecil King 


bardment and infantry attacks 
with close fighter support will en- 
tice him to change his mind. His 
verdict, as a rule, is immutable: 
few can persuade him to conduct 
a re-trial. 

“His second quality is judg- 
ment. While his shyness makes 
it difficult for him to establish 
any very satisfactory relationship 
with anyone, the sense of ‘being 
apart’ is an aid to reaching a cool 
and correct assessment of men 
and situations. In the maelstrom 
of journalism the long view is a 
steadying influence. 


Tribute to John Coope 


“In his closest colleagues he 
seeks the qualities he lacks him- 
self. On the production, labour 
relations, and advertising sides he 
values the easy affability of his 
deputy chairman John Coope, a 
man whose practical shrewdness 
has won him many friends in the 
industry. In his editorial staff he 
prizes flair.” 

All that Fleet Street knows of 
the Mirror Group's plans, says 
Mr. Cudlipp, is that there are 
signs of great activity; that the 
paper is becoming more, and not 
less political; that it ‘s  striving 
for new methods of presenting 
serious news as well as light and 
human items. If it can increase 
its popularity and at the same 
time raise its prestige, the name 
of Cecil King will deservedly 
rank on the list of those who 
have decisively influenced the 
Mirror's history Northcliffe, 
Rothermere and Guy Bartholo- 
mew. 

A sycophantic biographer 
would be hard put to it to ex- 


plain away the more ascetic 
aspects of Mr. King’s emotional 
make-up. Mr. Cudlipp adds: 


“The aloofness could be = ac- 
counted for by the shyness which 
afflicts other men of unusual 
tallness, but there can be no such 


Hugh Cud- 
lipp, editor- 
ial director, 
whose new 
book  heips 
to mark the 
o* Paeiiy 
Mirror's’ 
50th anniver- 
sary. 


pleasing vindication of the im- 
perious gusts which, on occasion, 
cause trepidation in those around 
him. The world at large rarely 
experiences the warmer, friend- 
lier facets of his personality, and 
his Occasional joyous guffaw be- 
trays a sense of humour un- 
suspected by new acquaintances.” 

Extracts quoted from Cecil 
King’s wartime diary suggest 
that Churchill did not mind the 
attacks on the Government, but 
it Was the “malignancy” of the 
attacks that annoyed him. Mr. 
King wrote: “Throughout, Win- 
ston was very difficult to talk to 

he reminded me strongly of 
Rothermere getting up and 
striding about, shooting remarks 
at me that often had nothing 
whatever to do with his last re- 
mark or anything I was saying, 
sitting down again, leaning on 
the fire-guard or lighting his 
cigar. Our conversation followed 
no logical path at all.” 

In one letter to Mr. King, the 
Prime Minister complained of a 
“spirit of hatred and = malice 
against the Government” sur- 
passing anything he had seen in 
English journalism. 

“One would have thought in 
these hard times,” wrote the 
Prime Minister, “that some hatred 
might be kept for the enemy... . 

“Much the most effective way 
in which to conduct a fifth 
column movement at the present 
time would be the method fol- 
lowed by the Daily Mirror and 
the Sunday Pictorial 

“Lip service would no doubt 
be paid to the Prime Minister, 
whose position at the moment 
may be difficult to undermine, A 
perfervid zeal for intensification 
of the war effort would be used 
as a cloak behind which to in- 
sult and discredit one Minister 
after another. Every grievance 
would be exploited to the full, 
especially those grievances which 
lead to class dissention. The 

@ Continued on page 475 
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GOON WOLSEREEPING ASTETUTE 
Seal of Guarantee 


Serial >. an Pee 


BRITISH 


GOOD HOUSEKEEPING INSTITUTE 


GUARANTEES 


REFUND OF MONEY OR REPLACEMENT 
IF NOT IN CONFORMITY WITH THE 
INSTITUTES STANDARDS 


The attention of the Good Housekeeping Institute has 
been drawn to the fact that certain manufacturers who have 
been awarded the Good Housekeeping Institute Seal of 
Guarantee are reproducing the Seal incorreetly in advertising 
and display matter, 

Any alteration to the Seal of Guarantee is completely 
unauthorised. 
Advertising Managers, Art Directors and Studio Man- 
agers are therefore asked to co-operate and see that no 
variation of any kind is made when reproducing the Seal 
for advertising material and that each Seal so reproduced 
bears its correct number. 
PHYLLIS L. GARBUTT 
Principal 


GOOD HOUSEKEEPING INSTITUTE 
30 GROSVENOR GARDENS, S.W.l 
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COMMENT 


OTHER. PAPERS 
PLEASE COPY 


In his annual report last week, 
Sir Stanley Holmes, chairman 
of the Beecham Group, ex- 
tolled the virtues of advertising. 

He declared: “The price the pub- 
lic pays for the advertised 
article is certainly no higher 
and often much lower, in terms 
of real value, than the price of 
the unadvertised product.” 

The “Daily Express” published 
Sir Stanley’s remarks in its 
leader column. 

That was first-rate public rela- 
tions for advertising. 


MEDIUM LOST 


The changing pattern of news- 
paper publishing in Britain is 
emphasised this week by the 
amalgamation of the “Notting- 
ham Guardian” and its rival 
the “Journal.” 

Somewhat wistfully, the “Man- 
chester Guardian” recalls the 
nineteenth-century pattern of 
two or more morning and 
evening papers for each pro- 
vincial city. 

With the Nottingham develop- 
ment, the pattern survives only 
in Birmingham, Manchester, 
and Glasgow. And in only five 
large towns with a morning 
paper are there two evening 
papers—Bristol, Leeds, Liver- 
pool, Nottingham, and Edin- 


burgh. 

There are indications that weekly 
newspaper publishing is tend- 
ing to follow a similar pattern, 
with groups dominating locali- 
ties. But there is also evidence 
that lively but smaller rivals 
are fighting back with all the 
resources of enterprise includ- 
ing vigorous self-promotion. 

These developments inevitably 
lead to marked changes in 
newspaper reading habits, and 
they must be followed care- 
fully by advertisers and their 
marketing experts. But it 
should always be borne in 
mind that the big circulation is 
not always the only answer to 
the problem of media selection. 


Media gained 


The disappearance of a news- 
paper is a sad event, but not 
all the publishing news is bad. 

A new daily is announced in 
London, and from a provincial 
town there is a report of plans 
to launch a new weekly. 

This is encouraging news. For 
daring enterprise is the life- 
blood of publishing and ad- 
vertising. 
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This week’s GUEST COLUMNIST looks ahead and says: 


Advertising will sell more 


wat role will advertising 
assume during the next 
few years? We have seen it 
advance to embrace the whole 
range of marketing; we have 
seen its status improve. Has 
this advance reached its limit? 

I am confident that it has not, 
I believe that during the next few 
years we are going to see an even 
greater expansion in the use of 
advertising—and at a_ higher 
economic level. 

Advertising is the energiser of 
the economy. It is the tonic that 
stimulates the appetite for more 
goods. It turns the luxury of to- 
day into the necessity of to- 
morrow, 

Indeed, it can even create the 
desire for completely new pro- 
ducts which immediately establish 
themselves as necessities. Deter- 
gents are an oft-quoted example. 
This function of advertising is 
bound to develop now that “peace 
has broken out.” For instance: 


* * * 


In the United States, although 
We are producing between fifty 
and sixty million dollars of war 
goods per-year, there is still a 
surplus jn a good many lines of 
consumer goods. When war pro- 
duction eases up—as in time it 
must—there is bound to be a 
great expansion in the production 
of consumer goods, and in the 
amount of advertising required to 
sell them. 

But not merely does advertising 
reflect and stimulate changes in 
economic development; it is itself 
in process of evolution In a 
period of, say, the next three-to- 
ten years we are bound to see the 
development of highly technical 
standards within the advertising 
industry itself. The techniques 
for pre-testing advertising copy 
are just one field in which refine- 
ment calls for, and is bound to 
receive, much attention. In our 
own agency much work has been, 
and is being, done to integrate 
creative and research activity. 

The present volume of adver- 
tising could, and will, be made to 
sell more goods. I believe that 
advertising is going to become 
more effective “per dollar.” Al- 
though the volume of advertising 
will increase, the amount of sell- 
ing which it will perform will 
increase more rapidly still. 

Many people in Britain are at 
present greatly exercised about 


by 
EMERSON FOOTE, 
executive vice-president, 
McCANN-ERICKSON Inc 


the possible effects of commercial 
or sponsored _ television. In 
America it is hardly possible to 
imagine advertising without the 
aid of this powerful tool. For 
there is no question as to its 
power. ‘Television is the only 
medium that combines sight, 
sound, motion and, in the near 
future, colour. There is little 
doubt, in my opinion, that tele- 
vision has been in no. small 
measure responsible for the enor- 
mous increase in the advertising 
budgets that have taken place in 
the States. Other media have 
been hit to some extent, and it 
has certainly made their selling 
task harder; but a great many 
magazines and other publications 
are carrying more advertising 
than ever before. By and large 


television money is new money. 

It must be admitted that, in 
spite of this, sponsored television 
was not universally welcomed by 
agencies because it increased 
operating costs. It has lowered 
operating margins of profits and 
is one of various factors making 
it harder to show a_ profit. 
Nevertheless, there is not a single 
first-line agency in America that 
would, so to speak, want to 
“repeal” television. 

As to the outlook for the 
future—it is in the rise of the 
status of advertising that I see 
one of the most encouraging 
signs. The next few years will 
bring their problems and their 
Opportunities; but the advertising 
industry—or profession, call it 
what you like—will be able to 
meet the former and take ad- 
vantage of the latter the more 
successfully in that it is becoming 
recognised—and is recognising 
itself—not merely as an adjunct 
to the sale of a client's goods, 
but as an indispensable and pro- 
ductive social function. 


To-morrows TOPICS 


@ A new orange drink is to be 
launched on a big scale and 
backed with national adver- 
tising in November. It will 
be distributed through un- 
usual channels. 


@ Next advertising club devel- 
opments are expected in 
Northampton and Glouces- 
ter. 


@ A major ball-point pen 
account will move to new 
agents shortly. 


@ Removal of the ban on bus 
and coach firms advertising 
private party trips is ex- 
pected to follow the report 
of the Thesiger Committee 
which is now investigating 
private enterprise transport 
operations. 


@ An American development 
due in Britain soon is a four- 
colour printing system mak- 
ing possible 3-D effects in 


T. B LAWRENCE LTD. 


display material apparent 
without special spectacles. 


®A_ big British publishing 
house is planning a scheme 
to boost sales of its periodi- 
cals in the Republic of 
Ireland. 


®@ Packaging interests are co- 
operating in a “clean food” 
drive to be launched in Scot- 
land. A standard of hygienic 
handling is being prepared. 


® Co-operative advertising in 
London suburban _news- 
papers will follow the estab- 
lishment of a bulk buying 
company of confectionery 
retailers who plan to operate 
“in a way similar to the 
multiples.” 

© New method is being devel- 
oped to speed the drying of 
printing inks, paints and 
varnishes. 
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How surveys stand under 


the law of Britain 


A barrister expert in advertising law, bearing in mind the interest aroused by recent litigation in the 


Belgian courts, discusses the position of comparative readership surveys under British law. 


There 


is little legal risk, he concludes, if such surveys are accurate and free from suspicion of malice. 


ECENT litigation in the 

Belgian Courts arising out 
of a readership survey has 
given rise to the question: To 
what extent do similar surveys 
run the risk, in this country, of 
an action, either for damages, 
or in respect of an injunction 
preventing the publication and 
use of such surveys? 

The purpose of this article is 
not to discuss the complex 
features of the Belgian case 
but to examine the position of 
the readership survey under 
British law. 

The basic purpose of many 
readership surveys is to produce 
comparative tables showing the 
extent of readership of a number 
of periodicals or newspapers in a 
given area during a_ definitely 
stated period. A survey may be 
carried out directly by the 
proprietors of one of the 
publications concerned, or by an 
independent media _ research 
group, There is a third possi 
bility: that is, a survey may be 
carried out by a research group 
for a newspaper owner, acting as 
either an independent contractor 
or an agent. In law, for this pur- 
pose, the distinction matters little, 
for if an actionable wrong has 
heen committed, both the people 
who committed the wrong, and 
those who are paying for it, can 
be sued. 

But does the publication of the 
results of such a survey constitute 
an actionable wrong? The ob 
vious implication of the publi- 
cation of a comparative table is 
that one publication holds, certain 
advantages as against another— it 
may, for instance, be read by 
more people, or by more people 
of a higher income group. The 
value of a survey lies in the com- 
parisons it makes 

Usually there is a very broad 
suggestion that it is more advan- 
tageous for an advertiser to ad 
vertise in one publication than in 
another, ‘To that extent, the 
proprietor of the second publica- 
tion may have a grievance, but 
has he a grievance that the law 
will recognise and remedy if it 
can? 

Many, many years ago, long 
before the Audit Bureau of 
Circulations was formed, a List 
of Circulations was published and 
jn that “List” a figure for a 


Sunday newspaper was given. An 
action was brought by the pro- 
prietors of the newspaper, alleg- 
ing publication of a disparaging 
statement. The jury found that 
there had been publication of a 
statement in disparagement of the 
newspaper, that the statement was 
untrue, that the statement was 
published maliciously in the sense 
that it was without just cause of 
excuse, but that no damage had 
resulted to the plaintiffs in their 
business. 

Mr. Justice Darling dismissed 
the action on the ground that no 
damage had been done to the 
plaintiffs. 

In another case, one newspaper 
claimed publicly that its circula- 
tion was twenty to one of any 
other weekly in the district. This 
claim was proved to be untrue, 
and it was held to be a disparage- 
ment of another newspaper, 
actionable on proof of special 
damage. It was not possible for 
the plaintiff to prove that he had 
suffered actual damage by loss, 
say, of advertisement revenue, 
and, therefore, he too, failed in 
his action, 

Thus it is seen, for an action 
in this field to succeed, there 
were three essential ingredients. 


First, there must be an untrue 
statement, secondly it must 
have been made maliciously, 


and thirdly, it was necessary to 

prove damage, 

In the two cases quoted above, 
one of the statements was made 
by an independent organisation, 
and in the other, it was made by 
one proprietor concerning a pub- 
lication belonging to another pro- 
prietor. Both actions failed 
because no damage was proved. 
Both most certainly would have 
succeeded if damage had been 
proved 


- * * 

us, however, turn our 
L®. attention to Section 3 of the 
Defamation Act, 1952, which states 
that in an action for slander of 
title, slander of goods or other 
malicious falsehood, it shall not 
be necessary to allege or prove 
special damage if the words upon 
which the action is founded are 
calculated to cause pecuniary 

damage to the plaintiff 
So it may well be that the 
necessity for proving damage has 
been removed, That aspect of 


the matter we will consider later 


In the meantime, let us see 
what is meant by falsity and 
malice. Obviously statements so 


far off the mark as those given in 
the two cases above, insofar as 
they are inaccurate, must be con- 
sidered false. Whether a state- 
ment in a readership survey is 
false or true, is of course, a 
matter of fact. The onus is on 
the plaintiff to prove that it is 
false—and he may be in great 
difficulty in doing so, but an error 
on the part of the compilers of 
the survey may be so false that it 
is capable of proof. Supposing, 
to take an extreme and unlikely 
illustration, if the survey says that 
100 people in A town reads Z 
periodical, and the proprietor of 
Z can prove as a matter of fact 
he has 200 paid subscribers in 
the town, the statement in the 
survey would seem to be false, 
and a jury might so consider it. 

The plaintiff has then to prove 
that the false statement was pub- 
lished maliciously, and this too 
may be troublesome. The very 
fact that a claim (not necessarily 
any claim) is made, may be proof 
that it is made maliciously. If, 
for instance, Y’s proprietor made 
the statement concerning Z's pub- 
lication given above, the state- 
ment being so pa'pably absurd, 
then the very fact it has been 
made, is sufficient proof of 
malice. Lord Justice Scrutton in 
a case some years ago, explained 


it thus: “Honest belief in an un- 
founded claim is not malice, but 
the nature of the unfounded 


claim may be evidence that there 
is not an honest belief in it, It 
may be so unfounded that the 
particular fact that it is put for- 
ward may be evidence that it Is 
not honestly believed.” 
Therefore, if the disparaging 
statement is so widely inaccurate, 
then the very fact that it is made 


will be evidence of malice. But, 
of course, it may not be con- 
clusive evidence and can be 


rebutted 

There is one aspect of this that 
requires further consideration: an 
inaccurate statement if published 
by a publisher (or someone acting 
on his behalf) may well be taken 
to be actuated by malice if it 
disparages the property of an 
other publisher, whereas if the 
same statement were made by an 
independent research organisa- 
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tion, that statement may well be 
held to be not malicious. 

Before the 1952 Act, the plain- 
tiff, if he had successfully sur- 
mounted the obstacles of proving 
falsity and maliciousness, next 
had to prove damage. In many 
cases, as Hickson and Carter- 
Ruck point out in their recent 
book The Law of Libel and 
Slander, this operated most un- 
fairly and had the effect of pre- 
venting many actions being 
brought by persons, firms or com- 
panies which had genuine grounds 
for complaint. Now he does not 
have to prove damage, if the 
words upon which the action is 
founded are calculated to cause 
damage in respect of an office, 
profession, calling, trade or busi- 
ness carried on by him, 

It can be taken for granted that 
if one publisher makes an untrue 
statement about another publisher 
(or his publications) then it will 
be difficult to disprove that it was 

not calculated to cause damage, 

which really means, “likely to 
cause damage.” Again, the very 
same statement published by an 
independent organisation could 
be held not to be calculated to 
cause damage. Hickson and 
Carter-Ruck indeed hold out a 
warning, saying that “any words 
“calculated to cause” pecuniary 
damage are now actionable if in 
permanent form or made in rela- 
tion to the office, profession, 
calling, trade or business of the 
plaintiff. But, they add, in the 
case of a bona fide publisher 
there will be no evidence what- 
ever of malice, failing evidence of 
which no action will 

“Nevertheless,” they add, 
“there may well be an hesamas 
now in actions of these types 
which could arise out of the 
publication of advertisements or 
announcements. Certainly in the 
case of directory publishers, one 
can visualise many circumstances 
where such a cause of action 
could arise.” 


* * * 


a sum up, therefore: 

A_ survey is not likely to 
cause legal trouble if it is 
accurate, 

If the inaccuracy is far- 
fetched, then the fact that it 
has heen made may be taken 
as evidence of malice, especially 
if made by another publisher. 

The fact that no proof is 
produced that damage has re- 
sulted from the inaccurate 
Statement, is no longer rele- 
vant, provided the statement is 
likely to cause damage, as one 
must assume that an inaccurate, 
disparaging statement will. 
Generally, therefore, it may be 

assumed that there is no real legal 
risk provided a survey publishes 
accurate statements, made in 
good faith, and particularly if 
published by an_ independent 
organisation. There is some risk 
if the survey is made by one pub- 
lisher (or by an agency acting on 

his behalf) and it contains a 

demonstrably untrue statement 

concerning another firm's publi- 
cations, 
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1 Y Wherever you go in the world, LIFE INTERNATIONAL ts the one 
magazine you are never surprised to see. The consistent, international 

ee . 
N N ) appeal of its brilliant pictorial journalism has created world-wide 


reputations for advertisers who once were Known only within a limited 
market. Every fortnight, the English-language edition of LIFI 
INTERNATIONAL goes to more than 120 countries outside the U.S. and 
Canada. The new Spanish-language edition circulates in the Republics 
of Latin America. In every country these editions are read not only by 
families who can afford the best of the world’s products, but by execu- 
tives and officials responsible for the purchase of capital equipment. In 
the large, beautifully printed pages of LIE E in thR NATIONAL these people 
see advertisements for what they consider the foremost names in the 
business world. If you want your company or products to be counted 
among them, go into LIFE INTERNATIONAL Editions. The Advertisement 
Director will always be pleased to send you further information 


LIFE INTERNATIONAL — average net paid 
circulation 250,000—300,000 copies in 
English, circulating in 120 countries out- 
side North America 

LIFE EN ESPANOL — average net paid circu- 
lation 200,000 — 250.000 copies in Spanish 
circulating in Central and South America 
These are the INTERNATIONAL EDITIONS 
of LIFE magazine 


TIME & LIFE BLILDING, NEW BOND STREET, LONDON, WI 
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cOoOPYTAS TER 


in his Review of Advertising, observes 


GREAT MINDS 
THINK ALIKE 


ON the day before “white 
bread” became available 
again, the News Chronicle sent 
a reporter to taste the new loaf 
and interview some _ bakers, 
who agreed with her that it 
tasted exactly the same as 
bread made with national flour, 
and offered nothing whatever 
for the extra cost. 

Obviously they didn’t know 
about Nutrex with its “added 
protein”—which turns out to be 
added “gluten.”” From the remarks 
in the copy about its moist, close 
crumb structure, a great many 
women will suspect gluten to be 
athe stuff that makes so much 
wrapped and sliced bread seem 
like tasteless pap for toothless 
people but there is so much 
mystery about bread just now 


ent 


Mes 


Senger 


that they are far more likely to 
be wrong than right. 


In consecutive issues of 
Woman's Journal, for example, 
they can read a very great deal 
about flour in this Hovis adver- 
tisement without even a mention 
of the word “gluten”—and then 
find from the Nutrex copy that 
gluten is the second largest con- 
— of flour, starch being the 

rst. 


Either of the advertisemenis, 
read alone, would strike most 
women as being reasonable and 
convincing. Read together they 
are confusing and contradictory. 


As an example of forensic 
copywriting or special pleading 
the Hovis advertisement is a 
joy from end to end, and the 
question - begging headline, 


— 


| Home truths about BREAD 
| 


1 


As an example of forensic copy- 

writing this is judged to be a joy 

from end to end. Writing is clear 

and there is no hiding the fact 

that the intention is to influence 
decisions. 


“Home truths about bread 
THAT SCIENTISTS DON'T 
ARGUE ABOUT” becomes a 
glorious piece of impudence 
when one discovers in the 
second column that “the loss 
of the bran (from National 
flour) worries some expert 
dieticians, pieases others’ and 
in the third column that “the 
bran has gone (from Hovis 
flour) to do its most useful job, 
that of feeding the animals.” 

Nevertheless, one must admire 
the clarity of the writing and, 
above all, the disarming way in 
which Hovis admit that “we don’t 
try to hide the fact that this an- 
nouncement is made with the in- 
tention of influencing your 
choice.” Readers will be im- 
pressed, too, by the last sentence 
~—so like the end of a judge's 
summing up: “But whatever you 
do, remember that bread is a 
staple part of your diet: choose 
carefully.” 

It was an unfortunate coinci- 
dence that the Nutrex advertise- 
ment looks so like the Hovis 
effort. A layman, seeing them 
some days apart would scarcely 
notice the difference in their ap- 
pearance, though he would sadly 


miss the readability and sweet 
reasonableness of the Hovis 
writer. 


Misplaced attempt 

to sound scientific 

Instead of being simple, the 
Nutrex writer is turgid with an 
almost Germanic love of long 
words and roundabout phrases. 
Look at this sentence and imagine 
what the Hovis man would have 
written: “But with a restricted 
diet (with low rations of butter 
and meat), starch—-a_ fattening 
food—is often taken in abnormal 
quantities." Doesn't he mean 
simply that, when butter and 
meat are short people often eat 
too much starch? 

When you analyse the copy 
you find that there is probably 
just as good a case to plead as 
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et 


in your town 


NUTREX 


is baked by the best bakers 


—_ wa 


Teo much use of roundabout 
phrases detracts from the appeal 
of this advertisement, 


Hovis had, but that in the 
attempt to make it sound forcible 
and scientific the writer has 
drawn some very unimpressive 
red herrings in the shape of 
calories not only across the 
reader’s but his own trail. His 


whole story in fact becomes dis- 
jointed and confused, didactic 
and forbidding. 

The reader probably ends in 
such a daze that she remembers 
only that Nutrex makes the best 
toast and is superb for sand- 
wiches, which is—incidentally— 
a very good tHing for her to re- 
member. “Why does Nutrex 
make the best sandwiches?” 
would certainly be a better head- 
line than “There’s added protein 
in every slice of Nutrex.” 


Last words are 
best remembered 
In yet another coincidence, 
this advertisement, too, ends by 
pointing out that bread is a staple 
article of the diet. But where 
Hovis left it to the jury, Nutrex 
unwisely press the point with 
“surely it’s the very last thing 
you should economise on?” 
This is unwise, perhaps, not 
only in that it is such a nega- 
tive suggestion but because the 
last words of covy are so often 
the best remembered, and one 
does not want readers to go 
away with the single thought 
that Nutrex is not economical. 
I don’t apologise for discuss- 
ing these advertisements at such 


length. Bread is a big item in 
many family budgets and the 
present attempt to make the 


housewife spend even more on it 
is of importance to us all. 
* * 

Some months ago the makers 
of Regent petrol began a cam- 
paign in which a hand wearing 
a boxing glove reached out 
menacingly from the glass cube 
at the top of a Regent petrol 
pump. I suppose it was the 
petrol with extra punch in it. 
There was something of a three- 
dimensional touch about the 
drawings. 

Almost simultaneously the Pye 
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Tuy FINASCIAL TIMES 


He is seeing your Salesman now 
a ie This salesman is the — business news is so complete, 


==, 


first to get a hearing accurate and well-informed the 
Ze , every morning. No * Financial ‘Times © is essential to 
— secretary bars the way. Noexecu- — ‘Top Management. Put its adver- 
tive is too busy to listen with tising columns to work for you and 
respect. What other salesman has you can be assured of getting into 

such advantages or produces such thousands of offices where impor- 


results 2? Because its reporting of — tant buying decisions are made, 


* 


FINANCIAL TIMES 


reaches Top Management every da 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72 COI {AN ST., 


LONDON 


- (os eg I eden . es . : eet : to : 
Bs: 
| 4 ‘g 73 
; , a ; - : 
} arta 
i “ Pe 4 
; . 2 = : 
ip. > = \ . : 
te ee = + a 
at: = a : 
aagivig.’ Spee he part tines ee . ' “3 
A a0 395 Aa . Pies 
on See on } a y 4 4 
‘ # % = — “ : = J Ee - t . ne - 
ae oe 2 eS a a 
a - ‘ ‘ ona t ] : # 9 ? 
f *, . - : eae. Pe s an “ ee 
? a a a % a eek, , th 4 ” di 
oe . ne ie ae ee, A va < 
' \ tas - ie ie ae oe — a <S are i 
y . vi ; a ie 5 om es. Cag » ’ Ten ' s 
. so, ¢ Se +5 . " . me. 2 
” 7. “8 x Bo ON) i ee” * a 
aes so “= eed |. ee —r ! 
en. > a za b yt * a aay ial * a hate! 7 4 a . ae Sed 
es . \ bie of e+ 2 ahah ee cf , al a 4 2 es 4 . 
calles ’ ‘ peti. — ef: Pig e: = , Yi Sth Te Ji >t ie ef i, A, » 
te , —— Oe er ee ‘uy 
ellie ‘, . 5 Pe, ae ee ir ny Ae 7 ac : 
1 ; rs bids Peel ba ate em _ 
oe . . ne i ae ie be rae oe ee —— 4 i 
| i, oe” 6=— nl 
Ba pe a as m Be i 4 ; a xe , 4 eh ng " oa. 2 Ea E he ‘ e Lethe a p 4d : 
=. pee ewes ee oe? oS She ii a i a oo, ae J " 2) Garena oe 
aa. ¥ ie oo lk 
| os eh a es en = 7s 5 een, ay 7 ¥E e od 2s see — 2, Be _ ; ; 
a (Sr as tery ae d Pi 7 , aan mem) ‘i : 
S Sid ee J ‘de been wae e ee 1) aR hy i RD Ss a Mae 
e - a“ ; ‘ o oan ee aa iW er 3 ita as re 
fal Fe Ss . i> eae ee ye a o a &. 
bs) 7 +. . ie . F Li = Bi ie oy | ol : ~~ ia eae ce fe : 
7 . . RPS + eae Fel ™ - ae” a ae 
5 7 > je) ee ae ee ear its at ee a a fe : : 
: wee - a ie 5 tll Fen ie 5: os 5 il " 
, 
\ Y 
X 
¢ 
.) 
a 
sediiittentiasteect iiinneanctial ; ae ; , 
6a 
THE \ 
> 
i SI 
en ne £.C.2 
Ps 
. % a ie a ° . ‘ ° - 
Pe ee ep ino veces a ger = eS ara a ee : a 4 - 


ADVERTISER'S WEEKLY 


We have taken this space 


with the idea of persuading you to use 
Gee & Watson services. And how should we 
attempt to persuade you? Were we to say 


that we never fall short of perfection and 


never fail to deliver dead on time, it wouldn’t 


be honest because it wouldn’t be true, any 


more than such a statement would be true 


of any process house. 


What we can say in all sincerity is that we 


consistently do our very utmost to produce 


plates of a high standard and to keep faith 


with clients’ required completion times. The 


very best of craftsmen as our operatives 


top standards and will now and then make 


mistakes. When those things do happen, we 


do everything we can to put things right. 


Customers themselves sometimes make mis- 


takes; and, when they do, they find us the 


sort of people who move everything to help 


them out and recover the lost time. You will 


agree that this all adds up to a fair “do”; 


and you can add to it an enthusiastic, helpful 


outside and inside sales team. 


Service in the spirit of helpfulness 


C1als WA SOM 


itt SHOE LANE LONDON EC4, CENtral 6555 18 lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


PROCESS ENGRAVERS, ELECTROTYPERS & STEREOTYPERS 
ADVERTISEMENT TYPESETTERS, ARTISTS & PHOTOGRAPHERS 


are — will on the odd occasion fall short of 
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© REVIEW OF 


ADVERTISING 


continued 


Radio people brought out some 
very large advertisements in 
which a clutching hand reached 
out from a television screen and 
seized a  puppet-sized young 
woman round the waist. This, 
too, had a_ three-dimensional 
touch-—and it was very gripping 
in a King Kong sort of way. 
Certainly it was much more 
dramatic and more stimulating to 
the imagination than the normal 
stili-life picture of a television set 
with (or without) a small picture 
showing on the screen. One 
imagined that it caused a con- 
siderable stir in the television 
trade. The Americans believe 
they invented television (and 
indeed an American agency chiet 
roundly said so at an advertising 


| club dinner in London the other 


night), but no advertising artist 
over there had ever thought of 
making the picture reach right 
out of the set in this exciting 
way. 


Three dimensional 

approach is spreading 

As I write, the Radio Show is 
just being opened. The exhibi- 
tors’ advertising campaigns have 
by no means al] begun, but it is 
already clear that when Pye 
issued that briefest of brief cam- 
Ppaigns in the spring there was 
more than one child among them 
taking notes. Indeed 1 would say 
that Pye’s spring planting con- 
sisted of dragon’s teeth, and 
quite apart from the “lion in your 
lap” series for a 3-D film 
several campaigns have already 
sprung up fully armed with Pye’s 
three dimensional touch though 
not necessarily with its grip. 

What surprises me is that Pye 
themselves—-having made _ such 
an admirable and original contri- 
bution to advertising technique 
dropped it so very rapidly. I am 
quite sure that it was not because 
the campaign failed to sell the 
goods. 

Mind you, | am not for a 
moment accusing anybody of 
plagiarism over this. Pye could 
no more help or expect to keep 
to themselves a mere matter ot 
artistic technique than the first 
user of comic-strips or testi- 
monials could hope to have «4 
monopoly in the notion. But the 
first user of a technique usually 
gains so much impact from the 
novelty that he promptly puts 
all his weight behind it while 
the going is good. 

Of the new “three dimensional” 
campaigns | like Peto Scott's 
drawing, though it loses most of 
the impact in this miniature space. 
To caption it “2-D PLUS” was 
ingenious, too, but the advertise- 
ment as a whole is unworthy of 
the idea, and if you look at it 
you will see the reason: the ad 
vertiser couldn't decide what he 
wanted his readers to do next. 

This is a fundamental mistake 
in advertising. Before a copy- 
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or extra DEPTH & DEFINITION 


with AUTOMATIC 
PICTURE CONTROL \ 


a. 


NEW! See these outstanding Tele- 
vision models at the Radio Show or 
at your dealee’st— 

17-inch Console Model T.V.1712C — 1068 gas. 
Winch Table Model 1.V.17121— 79 ans. | 
‘4-inch Table Model 1.V.1412T— 64 gns 


RADIO SHOW 


EARLS COURT Stang 77 
SEPT. 2--12 No. 


Te: Peto Scott Electrical Instruments 
titd., Addlestone Road, Wey brite 

Surrey. Viease  sead illustrated 
pamphlets of the above mutels. 


WORTH LOOKING INTO! 


Most of the impact of this adver- 
tisement is lost because of the 
too small space given to the draw- 
ing. Moreover, the objective is 
not clear. When the reader has 
read the copy his mind should be 
quite clear as to what the adver- 
tisers want him to do next. 


writer even picks up his pencil 
he should be clear about his ob- 
jective. He and the advertiser 
should already have decided what 
they want the reader to feel, to 
think or to do about it when he 
has read the copy, and there 
should be no two or three ways 
about jt, ’ 


Wasted space on 

dates and place 

Do Peto Scott want people to 
buy a set immediately? If not, 
why do they waste so much space 
on this unexciting and far from 
informative price list when they 
could simply say “14 in. sets 
from 64 guineas, 17 in. sets from 
79 guineas?” Or again, do they 
attach more importance to seeing 
people at their stand in the Show 
or getting them to write for 
pamphlets? 

Scarcely one reader in a mil- 
jon would remember the stand 
number, and it is a ridiculous 
waste of space to give the dates 
und place of the show in an ad- 
vertisement of this size, To say 
in one line’ “See Them At The 
Radio Show” is quite enough 
and it would leave room either 
for some interesting copy or for 
a much more full-blooded attempt 
to make the pamphlet-offer attrac- 
tive, dramatic and compelling. 
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Accurist Watches Boots ‘ie Chemists (National) 


Bilston Fires Bob Martin Products 


Browns of Chester A G Q OD Daily Sketch 


Chubb Safes & Locks Civil Defence (C.O.1.) 


Dorville Clothes 


Duraflex Shoes 


John G. Hardy (Tweeds & Worsteds) Ferranti Radio and Television 


The Economist Martins Cigarettes 
Ilford Films AG i | \ C ‘ Remploy Ltd. 
Kardomah Tea Marks & Spencer Ltd. 


Lilo Products Lilley & Skinner Shoes 


Imperial Chemical Industries (Metals, Fertilisers) Robinson’s Infant Foods 


Newmark Watches °* 


Rothman Cigarettes 
Revelation Luggage B } A | ! Sundour Fabrics 


National Institute for the Blind General Services (London) Ltd. 


Rowney Artists’ Materials The Sunday Times 


The British Drug Houses Yates Duxbury Papermakers 


Youthlines (W.B. Corsets) Z.D.A. (Zinc Development Association) 


ACCOUNTS 


EVERETTS ADVERTISING LTD - 10 HERTFORI ST - LONDON WI 
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How and why modern trends are changing 


press advertising typography 


This survey of the changing fashions in advertising typography includes examples of sound contemporary conception and 


SEPTEMBER 10, 1953 


typography. Our contributor, CHARLES ROSNER, joint editor of “ Graphis Annual,” contends that such examples ought 
not to be rare and that it should be possible to choose such specimens at random from a much wider range and greater variety 


than appears to exist, 


TNO appreciate to-day’s trends 

in British press advertis- 
ing typography, one must be 
familiar with the recent his 
torical background. 

Ihe folio volume W. S. Craw- 
ford Ltd. published two years 
ago is an invaluable help to 
those who wish to assess and to 
appreciate to-day’s trends in 
British press advertising. It gives 
a clear indication of the general 
trend of typography in this 
medium over the last quarter of 
a century, as Ashley Havinden, 
Crawfords art director, was one 
of the earliest designers to apply 
to press advertising the typo- 
graphical principles laid down 
and exercised by Stanley Mori- 
son 

Turning the pages from 1924 
up till 1931, we can follow one 
of the most exciting metamor- 
phoses which advertising typo- 
graphy has undergone: from the 
shades and open display faces of 
1928 to the revival and ensuing 
fashion of Sans Serif type faces 
culminating in ‘the display ex- 
travaganza of Bifure in 193? 
Then the pendulum swings back 
to a fairly even use of Roman 
and Sans Serif From 1924 to 
1935 the layout of the advertise- 
ments shows a great variety and 
ingenuity of inter-relationship of 
type and picture 


Tendency towards 
standardisation 1935-40 


1935 seems to be the crucial 
vear when a standard balance of 
image and text was struck. ‘The 
top part of the advertisement 
consisted of a photograph or 
drawing, accompanied in_ the 
lower half by a timidly set text 
It would not be = true to 
say that the more varied and 
animated type of advertisements 
ceased to be created, but a close 
study of printing and publicity 
annuals from 1938 to 1940 shows 
a strong tendency towards stan 
dardisation: the choice of a good 


copywriter, more or less straight- 
forward setting of copy in the 
lower part of the advertisement 
and commissioning of the right 
artist to provide an eye-catching 
drawing for the top part 

Paper scarcity and jack of 
goods during World War Il 
tipped the balance from com- 
modity advertising to the adver- 
tising of ideas. Formal presenta 
tion and a certain amount of 
dignity though not serenity 
was generally looked upon as 
the nmght formula Ihe early 
post-war years, with the seller's 
market, the strictly limited num- 
ber of newspaper pages and the 
meagre ratio of advertising space 
made little call on the designer's 
imagination. Goodwill advertis- 
ing was at a premium. Only the 
subjects changed: the dignity 
remained, 


New type faces 
at alarming rate 


Ihe whole picture, however, 
has fundamentally changed in 
the last three or four years. For 
i] intents and purposes, paper 
rationing has come to an end and 
advertisement Space js readily 
available. In many countries, 
iype foundries are pouring out 
new display type faces at a re 
markable, sometimes even alarm 
ing rate 

Is, then, the creative impulse 
of English advertising making 
the most of these opportuni 
ties? 

According to the American 
Paul Rand. the modern designer 
has a threefold task: to educate 
and satisfy himself, the public at 
large, and then induce the busi- 
ness world to go along with him 
in this endeavour 

Does English advertisine de- 
sign uphold these three prin 
ciples? There seems to be 
something amiss. 

On the one side we are period 
cally confronted in the columns 
of The Times with display adver 
tisements corresponding in con 


DESIGN -PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


Creators of 


ception and typography with the 
editorial characteristics of Printing 
House Square, This typographical] 
inter-relationship of — editorial 
matter and advertising is also 
apparent at the other end of the 
scale in the over-a-million mark 
national daily papers. We can 
perhaps go even a step further 
and extend the paralle] to the 
monthlies, such as magazines 
catering for fashion or homes and 
gardens, when it is often very 
hard to tel] at a glance which 
Pages are editorial 


Danger of repeating 

old conception 

It is not suggested that adver 
tisers should become bulls in a 
china shop by inserting “noisy” 
advertisements in The Times or 
limiting themselves to dignified 
typography in the popular even 
ing papers. It is, however, sug 
vested that there is grave danger 
in the endless repetition of some 


Ihere are, he contends, very able designers and typographers who, if given the chance, can make the 
most of presenting any given good copy in accordance with sound priaciples. 


thing which in 1935 was a new 
conception, elegantly expressed, 
but which by 1953 has become 
just “basic English.” 


Typography should 

create images 

Following a discussion after a 
recent lecture on the typo- 
grapher’s function arranged by 
the Typographical Group of the 
S.LA., it became abundantly 
clear that, whether the typo- 
grapher’s outlook is classical or 
modern, it should be his first pre- 
occupation to know his type 
faces and to choose those which, 
in restraint or boldness, classi- 
cism or modernity, correspond 
with the advertised commodity. 
As for the arrangement of the 
type faces in order to achieve 
the best result, one might bear in 
mind Max Bill's words that 
typography is the creation of 
images out of text matter in the 
same way as abstract painting 


Contemporary con- 
ception, design and 
typography by Zero 
(Hans Schleger) 
The rhythmic lines 
leadine to the ad- 
vertisers name, 
which is clearly 
halanced with the 
image itself, catch 
the eve at first 
sight and hold the 
attention until the 
text is read from 
the first word to 
the last 


Walkers — 


(Showcards) Ltd 
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Keep ahead of the fie!d in the race for business! 


You'll get away to a good start when you put 
up your sales message on David Allen poster 
sites. 

lf you're racing in the thickly-populated 
industrial areas of Scotland, North East and 
North West England, North Wales, Northern 
Ireland and Eire, let David Allens carry your 


colours to victory! 


Another thoroughbred DAVID ALLENS 
from the David Allen 


stables! Below we show a 


new site typical of those 
going up throughout the David Allen & Sons Ltd. 7 Buckingham Palace Gardens, London $.W.1. 


David Allen territories... Telephone: SLOane O71!. Telegrams: Advancement Sowest London. 
at the junction of two Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, 


Belfast, Dublin. 


main roads in the heart of 
the shopping area in a 
prosperous shipbuilding 
and coalmining town in the 
North East 
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® MODERN TRENDS IN PRESS ADVERTISING 
TYPOGRAPH Y—continued 


This is 
the special report 
the Chairman is asking for 
please have it typed 

on an Olivetti’ * 


Contemporary con- 

ception, design and 

typography 
by Henrion. 


} 
people | i arog 


of white surfaces in 
this British Olivetti 
advertisement. The 
eye is caught by 
what seems to be 
some minor objects 
which are handled 
in every office. 


Qn 
fo) 


What every advertising man utilises the rhythm of surface first word to the last. 
areas. The British Olivetti series 
Is this theory applied, and, makes the most of the white 
if so, to what extent, in English surfaces and catches the eye by 


and woman should know about the number of people— 


| advertising to-day? what seems to be some minor 

There are very able designers objects which are handled in 

or sations— rticular line of business or and typographers who, if given every office by those using a 
: organi —_ ine eee of the chance, can make the most _ typewriter. In each advertise- 
of presenting any given good ment of the series the items are 

' copy in accordance with these inferior to the typewriter and 

of a particular rank or title, is all plainly set out in principles, and two examples are lead up to it as a product of 
| reproduced here. “wishful thinking.” The excel- 

. ‘ ’ . ' . lent brief copy is added as if it 

the latest Facts & Figures issued free by CL. With a Catching the eye oe an after-thought aa the 


In the advertisement from the typographical arrangement em- 
A.E.I. series, the slogan line, —phasises this approach. 
copy on your desk, you can keep tabs on the number “League Play,” referring to the These examples of sound con- 
picture, is bracketted, as it were, temporary conception and typo- 
: between two panels of type, one graphy ought not to be the ex- 
of prospects direct mail can help you reach for a classically and one freely ception: it ought to be possible 
: arranged; and the rhythmic lines, to choose such specimens at 
leading to the advertiser's name, random from a much wider range 
thousand and one propositions. And when you wont which is so clearly balanced with and greater variety than appears 
the image itself, catch the eye at to exist, to the great regret of 
first sight and hold the attention many, in our newspaper columns 
to check on the help we personally can give you— until the text is read from the to-day. 


AD. MAN’S BOOKSHELF 


well, you’ ll find a few choice words on that subject too. 


Basic facts about London’s features 
To make suref/FACTS & FIGURES London Year Book 1954, published by Grimes, George Cansdale and W. 


'b “r vain =a wan ba last year McQueen-Pope have — contributed 
j ter get us to . : articles. 

stays on your desk, {better gi af thin veer beck the 54 cikicn cle 7 

send’ an extra copy or two for your will be published in November. 


The information on the City and N boo 
° : ew ye 
colleagues while we're about it. County of London, the population year k 
figures, rates, law, police, public Daily Mail Year Book 1954, published 
services, air ports, ete., will be by the “Daily Mail."” Is. 6d 
revised and brought up-to-date. The 54th edition of this year book 


New features will include a com- Will be published carly in Novem- 
plete sports directory, a section on ber. | This is an established work 
the Thames, a guide to local Of reference in the home and office, 


Cc HA DW I Cc K - LATZ LI M ITE D districts, the mayors and chairmen and more illustrations will be car- 


of councils and other items of ‘ied in this edition especially in the 


interest. biographical section. 
Creators and Distributors of Direct Advertising “London—then and now” and = Many items of current interest 
“ “News pictures of the year” are will be embodied including advance 
the themes of graphic picture sec- news of the royal tour of Australia 


Alexander House © Shaltesbury Avenue © wo2 Temple Bar 2641 ! tions. Sir Alan Herbert, W. F. and New Zealand. 
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ay your name be honoured’”’ 


This motto, embodied in the emblem of Cecil Swann Ltd.—based on the 
800 year old Swann family crest, is the keynote of the Company’s entire 
activities. 


With individuality in advertising becoming more and more imperative 
as marketing conditions become increasingly competitive, the policy of 
Cecil Swann Ltd., is specifically directed to the creation of publicity which 
reflects the individuality of each of the Company’s clients. To honour 
the name of a client, his product or his services, in every way pos- 
sible, is the most important objective of the Cecil Swann organisation, 
through its untiring devotion to the demands of any publicity 
problem. 


Cecil Swann Ltd. is composed of personalities whose years of experi- 
ence cover all forms of publicity—national, trade and technical Press 
advertising; film, radio, outdoor and exhibition publicity; public relations 
work; market research in industrial and consumer commodities. The 
resources of the Company’s creative personnel are boundless and are of 
the highest order—they can produce the most exacting type of prestige 
publicity and can evolve the most revolutionary ideas if the situation so 
demands. 


The co-ordinated efforts of the whole Company are focused on close 
personal attention to every client, regardless of the size of the publicity 
appropriation. 

We are proud of our organisation which, though young, is rapidly 


acquiring important new business through the experience and enterprise 
of its own personalities and advisory consultants. 


CECIL SWANN LTD. 
ADVERTISING 


CHAIRMAN CrciL H. SWANN 


l6 BERKELEY STREET, LONDON. W.1 
MAYFAIR 9515/8 
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LEARNING ALL THE TIME 


It is hardly possible for one organisation to 


meet every printing need and we suggest that 
specialisation brings perfection and most faithful 
Here at Charles and Read we 
know a lot about photo-litho-offset, not all, 
mark you, for we are the first to admit that we 
are learning all the time. We study photo-litho- 
offset and if a job is suitable for reproduction 
by this process we can do it and do it well. 


reproduction. 


CHARLES 


~& READ 
LIMITED 


Printers by photo-litho-offset 


PHONE HOLBORN 2882 


Despite the importance of screen advertising and the potentialities 


Glossary of advertising 


film jargon 


SertTimper TO, 195} 


of TV, few advertising men can express themselves clearly or 
properly when discussing film production requirements with their 
clients on the one hand, or with the technicians on the other. 
Most can talk fluently enough about zincos, deep-etched half- 
tones, chromo-lithos, scraperboard, Gill Sans, and so on, Such 
terms as pan, iris in, dolly shot, rough cut and so forth, should 
be equally familiar. ADVERTISER’S WEEKLY has, therefore, 
invited J, H. PIPERNO., producer at Theatre Publicity Ltd., 


to explain what some of this technical language means. 


ILM production = jargon 

mainly covers three fields. 
The first is human all the 
people concerned in film mak- 
ing and their various duties. 
Second is the film itself all 
the things that are done to the 
strip of celluloid before exhibi- 
tion. Thirdly comes the equip- 
ment used during the different 
stages of production. 

For the benefit of my col- 
leagues who may be tempted to 
disagree with some of the de- 
scriptions or terms given, or to 
claim that | have missed out 
some essential, | would say that 
jargon is a living thing, con- 
stantly renewing itself and often 
overlapping. There are also cer- 
tain differences between Ameri- 
can and English terms, but 
those | am giving will be under- 
stood by most film men, from 
whichever side of the Atlantic 
they come 


The production staff 


Producer: Finds the © story. 


chooses the scriptwriter, pre- 
pares the budget, selects the 
artists, engages the technicians, 
etc. etc. The entire responsi- 
bility for the production from 
inception to exhibition is his. 

Production Manager: The film's 
administrator, preparing 
schedules, breakdowns,  pro- 
grammes, etc. He supervises 
economy and plays a large 
part in seeing that the film 
keeps within budget, 

Director: The creative production 
of the picture is his responst- 
bility He directs the artists’ 
performances, chooses the 
camera angles and adds the 
necessary touch of inspiration 
to each scene. He will nor- 
mally be closely consulted by 
the producer on all vital points 
before the film goes into pro- 
duction, 

Lighting Cameraman: RKespon 
sible for the entire photo- 


graphy of the film and for the 


lighting and composition of 
each scene. He works closely 
with the director and produces 
exactly the effects demanded 
by him. 
Cc or Camera Operator: 
Physically operates the camera, 
working to the lighting camera- 
man’s instructions. He must 
maintain the composition of 
each shot however much the 
camera or the subject moves 
Focus Puller: Keeps the picture 
in sharp focus however much 
the distance between camera 
and subject moves. He main- 
tains and loads the camera. 
Mixer: Onerates the volume and 
level control mixing panel and 
is responsible for the quality 
of sound recorded. 
Sound Recordist: In charge of 
the sound camera 
Boom Swinger: Keens the micro- 
phone, on its telesconic boom. 
within range of the actors’ 
voices but out of range of the 
camera 
Film Editor or Cutter: Assembles 
the scenes shot into their cor- 
rect order and cuts them into 
a continuous picture through 
which the action flows clearly 
and smoothly. He makes his 
“first” or “rough cut” follow- 
ing the scrint, and under the 
director's orders. Subsequent 
editing is done on instructions 
from the producer in co-opera- 
tion with the director 
Continuity or Script Girl: Fo!- 
lows the action of each scene, 
and carefully notes everything 
which takes place, details of 
costumes, positions of artists, 
ete. etc. It is her job to indi- 
cate to the director and the 
artists all the details of the 
preceding scene, so that a fol- 
lowing scene, even if shot after 
a considerable lapse of time. 
will match exactly. She also 
makes out the daily report 
sheets covering the work done 
on the studio floor. 
Stand In: Reolaces the star while 
the set is being lighted, etc 
Double: Replaces the star during 
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realest impact value in 


*“SOFTENS 


screen advertising 


NEW MAGAZINE FILM SERIES THAT 
UP” THE AUDIENCE 


A top line TV star, familiar to millions of televiewers, appears on the screen. 


She introduces a magazine film of high general interest on hints ‘for making life 
easier and pleasanter’. She announces a £25 prize-winning competition, open to 
everybody in the audience, for ‘the hint of the month’. And suddenly, in the most 
natural way possible, she leads into an advertising sequence followed at once by 


How Tips operates 

®@ Distribution: Each edition is seen by an 
audience of not less than 10 million 
through the medium of Gaumont- 
British, Odeon and Granada Circuits 
supplemented by the leading provincial 
circuits and a selection of first class 
independent cinemas, to make up a 
level national coverage. 

@ Frequency: One edition of TIPS is 
released each month: TIPS is screened 
one week in every four at all theatres. 

® Duration: Each advertising sequence 
is 70 ft. long; there are three adver- 
tising sequences to each edition. 

@ Competition: £25 prizes are awarded 
for the best tips. Winning entries and 
prize-winners’ names are incorporated 
in subsequent editions. 

@ Who uses TIPS? The following pro- 
ducts have been advertised in TIPS 
so far: Persil; Astral Face Cream; 
Batchelors Chicken Noodle Soup; 
Shell; Cadbury's Roses; Vim; Gibbs 
Lather Cream; Gibbs S.R.; Lux Toilet 
Soap and Horlicks. 


®@ Booking: Any number of ‘spaces’ from 
one upwards may be booked subject 
to availability. Competitive products, 
however, cannot appear in the same 
edition. 


another ‘editorial’ item in the magazine. 
Two-fold ‘* attention getter ”’ 


This is the basis of TIPS, the new 
composite colour film which has not only 
proved its amazing attention value as an 
advertising medium, but has become a 
favourite in its own right with audiences 
and exhibitors up and down the country : 
and this is why TIPS, as an advertising 
medium, offers so much more than 
ordinary screen advertising. For 

1. through the personality of the 

commere and the announcement of 

a competition it arouses the keenest 

possible interest ; 

. through the magazine framework it 
achieves a completely natural vehicle 
for the sales message and ensures a 
far more thorough assimilation of 
screen advertising than was ever 
possible before. 

TiPS in fact represents a very real 

advance in screen advertising method ; 

and first class production ensures that the 
method is as fully exploited as possible. 

Some details about TIPS are given on 

the left; for further information please 

ring or write to Screen Audiences Ltd.* 


tr 


*You can see the current edition of TIPS at one 
of your local cinemas. Let us know where you 
live and we will give you details of local 
showings of TIPS. 


SCREEN AUDIENCES 


MANAGING DIRECTOR: GERARD HOLDSWOR! 


3 Deanery Street, London, W.1. Tel: GROsven or B8561-2-3 


What 10 million 
cinemagoers are seeing 
this month 


Jeanne Heal, popular TV personality, introduces 
the fifth edition of Tips with news of the month's 
£25 prizewinners 


ind here’s a prize-winning tip: an easy way of 
lecorating a cake —with ‘hundreds and thousands’ 
and a child's stencil 


| scene in the consulting room is a well-known 


wure Of Horlicks’ advertising. As seen and 
heard in Tips it achieves added conviction. 


IMITED 
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photographic 
enlargements 


Most Autotype enlargements are to be seen helping to sell 
goods or services in exhibitions and showrooms. “‘ One 


picture is worth a thousand words ”— it attracts, interests 


and convinces at a glance. 


For a direct selling job where there is astory to tell, enlarge- 


ments are particularly effective in series. 


For the manufacturer whose goods are too big to show their 
application is obvious. 
There are more subtle uses-—the creation of atmosphere by 


the 


mechanical repetition of a brand name or trade mark. . . the 


backgrounds, photographic murals or drawings 


. the stimulation of 
all 


unique arresting power of size in itself . . 
desire by brilliance of colour and lifelike reproduction 


offer opportunity to the visualiser and creative designer. 


Autotype enlargements are available in any quantity and in 


all sizes up to 80 sq. ft. in one piece, in black and white or 


colour, squared-up or cul out, or as transparencies for rear 


illumination. 


We should be glad to let you know how Autotype 


enlargements can help with your advertising and selling 


problems. 


+ Most of the really good enlargements 
are made by... 


AUTOTYPE : 


The Autotype Company Limited - 
West Ealing, London, W.13 


¢ 


é 


Brownlow Road 
EALing 2691-2-3 
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the shooting of exterior or 
location shots, etc. 


The film 


Rushes or Dailies: The first print 
made of each day’s work and 
rushed to the studio so that all 
concerned can check the re- 
sults. 

Rough Cut: The first assembly by 
the editor of the individual 
scenes into a continuous pic- 
ture. 

Frame: One square of film, many 
of which combine to make the 
moving picture, 

Syne: Normally the synchronised 
assembly of picture and sound, 
which in the first instance, are 
recorded on separate negatives. 


Mute: Picture filmed without 
sound 
Wild rack: Sound = recorded 


without picture. 

Blooping: Painting out the splice 
or join marks on a sound film 
so that they are inaudible. 

Lavender, Soft or Fine Grain 
Print: A print made from the 
master negative and from 
which duplicate negatives are 
made. 

Dupe: Duplicate negative made 
from the above. 

Montague: A series of short shots 
cut together to make an im- 
pressionistic or dramatic effect. 

Opticals: Visual effects made on 
the film at the laboratories 


using an optical printer. The 
following are all opticals: 
Lap Dissolve or Mix: One 


merges into another until even- 
tually replacing it. Generally 
shows a short lapse of time. 
Wipe Dissolve: A new picture 
slides on to the screen wiping 
off the old one as it goes. 
Burst Wipe: New picture bursts 
into the centre of the old and 
expands eventually to replace 
it. 

Iris In: A pinpoint of light in 
the centre of a blank screen 
gradually grows in an _ ever- 
widening circle to fill the 
screen with the picture. 

Iris Out: A reverse operation 
to Iris In. 

Fade In: The picture starts 
black and gradually becomes 
fully luminous. 


Praise for educational film team 


TRIBUTE to the work of 

Donald Carter and his team 
in the Gaumont-British Picture 
Corporation’s Specialised Film 
Unit has been paid by John 
Wales in the current issue of 
Visual Education. 

John Wales is production 
officer to the Educational 
Foundation for Visual Aids and 
as such has special knowledge of 
the work of the short film pro- 
ducers. Writing of the year in 
short film production he awards 


Fade Out: A reverse operation 
to Fade In. 

Pan or Pan Shot: The camera 
swings laterally on a stationary 
tripod to achieve a panoramic 
effect. 

Whip Pan: A lightning pan shot 
as above, used to achieve a 
special effect. 

Tracking, Track Truck or Dolly 
Shot: The camera moves 
bodily forwards or backwards, 
giving a lengthening or closing 
perspective. 

Play Back: Sound recorded prior 
to the picture being made. 

Dubbing, Mixing or Re-record- 
ing: The mixing of several 
sound tracks together to form 
one final track. Music and con- 
tinuous sound effects are al- 
ways added in this manner. 

Story Board: A series of still pic- 
tures (drawn or photographed) 
illustrating the main scenes of 
a proposed film story, 

Answer Print: The first combined 
picture and sound show print, 
so called because it is imme- 
diately shown to as many 
people as possible to get the 
“answer” to an audience 
reaction. 


Equipment 


Blimp: Soundproof casing enclos- 
ing camera to make the motor 
inaudible to the microphone. 

Giraffe: The telescopic micro- 
phone boom. 

Top Hats, Barn Doors, Niggers: 
Various types of masks for 
partially blocking out light 
beams. 

Interlocking: Coupling together, 
either electrically or mechani- 
cally, two or more machines so 
that they run in synchronisa- 
tion. 

Ares: Studio are lights. 

Inkies: Incandescent lights. 

Inky-Dinkies: Small incandes- 
cents. 

Babies: Smal! spotlights. 

I hope that the above short 
glossary may throw some light 
on the mysteries which tend to 
shroud the language of film 
men. If it enables everyone con- 
cerned with the production of ad- 
vertising films to understand one 
another a little better, it will 
have served its turn. 


an “Oscar” 
“biggest all 
contribution.” 
Selected for special mention 
are the films on “Physiology of 
Human Reproduction,” four 
films in the series “Earth and Its 
Peoples.” and the recent and 
topical “British Monarchy.” Mr. 
Wales concludes his comments 
with these words: “All these are 
good and rightly popular jobs; 
the teaching content is solid, the 
taste impeccable, the animation 
as always, superb.” 


to G.B.I. for the 
round educational 
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Stuarts do good advertising— 


are responsible for many lively 


successful campaigns 


Yome and see how we work 


Telephone Mayfair 9255 


and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK S'|REET LONDON WI 
Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRI \|. DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HA! SIMPLEX AND CREDA 
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Full colour 


7 ) \< 
sparkle and “4x4 
Greater 


MORE AND MORE NATIONAL ADVERTISERS ARE USING MORE AND MORE COLOUR | 


. until mid-December and in issues of maximum 
size, too... a tremendous tribute to the proved pulling 
power of these outstanding colourgravure weeklies — 
each, in its field, the undisputed leader for sales, long 
reading life and domination. Already advance bookings are very 
much greater than at this time last year. Advertisers who wish to 
include WOMAN, ILLUSTRATED or JOHN BULL in their plans are 
urged to book their spaces NOW. 


WAKKIS KAMLISH, ADVERTISEMENT DIRECTOR. o6.98 LONG ACRE. LONDON,” W.ce 
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TECHNICAL PRINT PRODUCTION 


‘Bright ideas’ can spell 


death to presentation 


N?! long ago I was visiting 
a client in the’ Black 
Country who suggested I visit 
a friend of his in a contiguous 
town who, liking the work that 
had been done for my client, 
had asked for an introduction 
to the organisation responsible 
for it. So along | went to the 
other man’s factory, was re- 
ceived most cordially and 
shown round clattering 
machine shops turning out nuts 
and bolts by the million. 

We then sat down to discuss 
his problem, The firm is well- 
established and the boss @ 
wealthy man. He wanted some 
printed pieces to increase his sales 
of nuts and bolts. Now, what- 
ever you or | understand by the 
term “technical print,” we are 
surely agreed that there couldn't 
be any print more technical than 
that intended to sell nuts and 
bolts to engineers, What this 
worthy manufacturer really 
wanted from me were “bright 
ideas” to sell his bright nuts and 
bolts. Bright ideas, indeed! Why, 
bright ideas are apt to be a 
menace even to sound consumer 
advertising, but to start off plan- 
ning technical print with a bright 
idea can spell death. 


Woolly thinking 

the root cause 

When I asked, “What precisely 
do you intend this print to do 
for you?” Mr, Nut was very 
vague indeed. 

1 then asked three other ques- 
tions: 

1. What factors induce 
buyers to send orders to one or 
another of the several manu- 
facturers of nuts and bolts? 

2. What have you to offer 
buyers that your compestors 
cannot offer? 

3, What do you want to tell 
buyers about vour merchandise 
and your service that you 
think will persuade them to 
send their orders to you? 

The answers were: 

1. We think that if buyers 
cannot geq just what they want 
from one source they look up 
the names in trade directories 
and write around. 

2. We think our quality and 
service are better, 

3. We don’t know that we've 
anything to tell them. We 
thought a clever photograph 
on the cover of a folder would 
interest them, but we haven't 


Technical print has a particular job to do and in this month’s survey 

BRIAN HILTON warns against woolly thinking and flashes of inspir- 

ation. He maintains that precise, and preferably standard, terms 
should be used and cites nine points to be kept in mind. 


yet decided what we want to 

put inside. 

Well, I don’t think JI need 
pursue the horrid tale; it will be 
familiar in one form or another 
to most of you. I have related it 
because it is factual and not 
made up to support a debating 
point, And it has only just hap- 
pened. It hasn't been dug up 
from distant memories to find a 
peg on which to hang an article. 

The frequency of such experi- 
ences suggests that the cause of 
most bad or indifferent technical 
print is woolly thinking. Tech- 
nical print has a specific job to 
do; it has to convey adequate 
information about a product to 
the technician who will use it, in 
terms which are precise and pre- 
ferably conventional. 


Use the standards 
and specifications 


Why conventional? Because 
the engineer, or any other tech- 
nician, uses a set of accepted 
standards, and specifications and 
descriptions must be expressed 
in terms of those standards. 

An elementary example: 

If you want to impress or 
Mrs. Jones of Peckham that the 
top of a table is very strong 
you could do it very well by 
showing her a picture of an 
elephant standing on it. This 
would merely annoy the tech- 
nician; he wants to know pre- 


cisely how many lb. per sq. in. 
the table will carry. If he wants 
to put an elephant on it he 
prefers to work out the mathe- 
matics for himself. If strength 
is expressed in traditional tech- 
nical terms he can make com- 
parisons easily. 

This seems obvious, but one 
does see so many pieces of tech- 
nical print over which the 
designer has leaned backwards to 
avoid being technical, and has 
struggled to convert technicalities 
into popular or dramatised terms. 

Avoid dullness by all means. 
Shun dreariness. But don’t be 
skittish. 

To every young man studying 
the craft of producing technical 
print I would show a set of the 
booklets and leaflets published 
by High Duty Alloys Ltd. Here 
is an unselfconscious skill in pro- 
ducing technical print which is 
unashamedly technical, but which 
sparkles with interest, It has in- 
herent beauty. 

How is it done—and other 
print like it? 

These seem to me to be the 
principal points: 

1. A very clear idea of the 
objective, 

2. A straight course to the ob- 
jective with no diversions. 

3. Decoration which derives 
naturally frora the subject. 

4. Production specification suit- 
able to the purpose for which the 
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High praise is given by Brian Hilton for the production of Magnu- 

minium-——Technical Data which has been brought out by High Duty 

Alloys Ltd. Unselfconscious skill has resulted in a booklet which 
sparkles with interest. 
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print is to be used. For example, 
a book of technical data will have 
stout varnished or cellulosed 
covers to resist dog-earing and 
thumb-marks, and wire binding 
for flat opening. 

5. Simple, clear typography 
with no tricks, no difficult-to- 
read lettering, no type set on its 
side, Not too many type-faces in 
one book, but variety achieved 
by the use of types of different 
weight, and by the efficient use of 
white space. The sans-serif faces, 
such as Gill, are no longer fash- 
ionable for booklets, brochures 
and the like, but there is no 
doubting their suitability for 
technical print. They are clear 
and clean, free of mannerisms— 
and particularly the mannerisms 
of the figures of some roman 
faces—and austerely mechanical. 

6. Clear tabular matter. Jt is 
often better in tables to use white 
space to divide lines of figures 
than to use rules, and it is cer- 
tainly cheaper. Remember that 
black type on a white background 
is easy to read, but to fill the 
background with unnecessary thin 
rules tends to make it optically 
grey and the figures are more diffi- 
cult to read 

7. Clear, large illustrations, If 
one page is not big enough for a 
picture (or a table) use a fold-in 
page which gives twice the area. 

8. Restraint in the use of 
colour, but, when used it is em- 
ployed boldly. A rash of 
coloured spots over a page is to 
be avoided, Colour is seldom 
necessary in technical print, un- 
less it is used functionally, be- 
cause the reader's interest can be 
almost taken for granted. I have 
before me a booklet from the 
British Rubber Development 
Board entitled Upholstering with 
Latex Foam, The text is excel- 
lent and most useful, but the 
spotty use of colour robs it of 
the dignity that should be in- 
herent in all technical print. 

9. It is a good plan to con- 
sider the cover last. There is then 
a g0od chance that it will be ap- 
propriate to the contents rather 
than a detached “bright idea.” 

I hope I have not created the 
impression that I am opposed to 
the exercise of imagination in 
designing technical print. On the 
contrary, the buyer of machinery 
and other capital goods wants 
the facts, plain facts. Yet he is 
also a human being who can ap- 
preciate original thinking; indeed 
because he is a trained observer 
he can the better appreciate 
original thinking. 

I can best express my attitude 
by saying that the original idea 
for technical print should present 
the product, the service or the 
technique from a fresh, or at any 
rate an unusual point of view. It 
may be as technical as a formula, 
or as attractive as a fine photo- 
graph of a substance or a pro- 
cess. 

As a rule of thumb I would 
think it better if the technical 
buver was able to say of a cover 
design “By Jove, that’s good!” 
rather than “By Jove, that’s 
clever.” 
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TRADE PRESS VIEWPOINT 


How to get the young to play 


the game—and buy the goods 


FEYHE ways in which young 

people spend their leisure 
hours are vastly different to-day 
than in the not-too-far distant 
past. This means that many 
shopkeepers have had and are 
having still to adopt a new 
approach in their businesses to 
meet the changed conditions. It 
is not surprising, therefore, that 
the problem should be much 
in evidence these days in the 
trade journals, 

Ihe people who make and sell 
sports gear, undoubtedly, are 
being hit the hardest by the 
modern generation’s outlook on 
leisure. Kew youngsters appear 
to keep up their sports activities 
after leaving school and, unfor- 
tunately, it looks as though, ex- 
cept for a handful of really keen 
amateurs and the regular profes- 
sionals, sport in this country will 
in time be a matter of entertain- 
ment for the many by the few. 
A sad position indeed, especially 
for the sports goods dealers. Is 
there not something they can do 
about it? 

Taking the initiative, Sports 
Dealer has some useful advice for 
its readers on the subject. “It 
cannot be demied,” says the 
journal, “that there are to-day 
less players of games than there 
were, say, 20 years ago, and by 
players we do not mean the regu 
lar stars of football, cricket, golf, 
tennis. hockey, billiards, ete., but 
the many thousands who used to 
fill our parks and recreation 
grounds all the vear round, It 
is surely true to say that the aver- 
age youngster to-day is satisfied 
if he, or she, can watch a game 
with the minimum of discomfort, 
rather than actually take an active 
part in playing.” 


Using the windows 
for effective displays 


What can the trade do to help 
overcome this trend? One sug 
gestion put forward is that sports 
dealers might take an active part 
in Organisations devoted to the 
plaving of sports and in local 
affairs and so be in a position to 
ensure that some extra effort is 
made to attract the voung, and 
perhaps the not-so-young, to the 
existing facilities for indulging 
in some form of recreation 

Another idea is that local 
recreation facilities should be 


publicised in the sports dealers 
shops, An example ts quoted 
of a shop window in’ which 
the main feature of the display 
was a replica, in miniature, of 
one of the local playing fields, 
showing models of — players, 
directions on how to reach the 
venue and a piquant notice, 
reading: “Do not forget to take 
vour gear with you—ask us for 
ut 


Men in the 
ballroom 


While young people may not 
be keen to take an active part in 
outdoor sports, there ts certainly 
no lessening of interest on their 
part in dancing. The ballroom 
industry is the second biggest 
entertainment business in the 
country receiving 200) million 
attendances a year from 4 million 
people aged between 18 and 25 
years, and netting £25 million of 
the nation’s yearly income. These 
figures are quoted by Style for 
Men, which asks: “The ladies’ 
clothier has a solid corner in this 
market) why not’ the men’s 
trade?” 

It is 


suggested that at the 


Young men do not dresy for the 
ball in a manner comparable to 
their partners, “Style For Men 
f suggestions for 


has made some 
mnprovement, 


By SCRUTINEER 


moment the young men who go 
dancing regularly have no apparel! 
comparable to that worn by thet 
partners, so there is scope for the 
men’s shops. 

One way of influencing this 
section of the consumer market is 
to put on style shows at dances, an 
idea which already has been 
proved most successful in some 
centres, The small retailer, too, 
can co-operate to advantage, says 
the journal, by lending his win- 
dow display to dance advertising, 
in return getting reciprocal publi- 
city in the dance hall: “Dance 
organisers welcome a well-dressed 
crowd and are not afraid of com- 
petition, The better their clientele 
appear sartorially, the better it is 
for them.” 

* ¥ * 


QUAINT piece of Victorian 
retail advertising reached 
the offices of The Jronmonger 
the other day. It is a little book- 
let, issued by one George Wren, 
ironmonger and saddiler, of 
Hungerford, Berks. At the top 
of the fading green cover is the 
date 1895. Underneath, Mr. Wren 
“desires the favour of your visit 
of inspection” and assures the 
public of “cheerful attention.” 
On one of the inside pages, 
unaer a picture of a harassed 
housemaid, labouring with a 
broom, Mr. Wren announces a 
new carpet cleaner “far better 
than the old way.” while on the 
page directly opposite an adver- 
tisement of it he “splashes” his 
stocks of brushes and brooms! 
* * . 
HE news that the British Toy 
Manufacturers’ Association is 
going ahead with a toy fair at 
Brighton next February has set 
the whole trade talking, says 
Games gnd Toys. Reason is that 
this will mean three toy fairs 
neat year, the other two being the 
section at the British Industries 
Fair and the annual event at 
Harrogate. Such fairs may be 
good for toy trade business, but 
will three be too many? The 
journal comments: 

“It is alway? a risky thing to 
try to be wise before the event, 
but we cannot help looking 
ahead to next May and wonder 
ing what effect the new fair at 
Brighton will have on the 
Olympia shoW At the 1953 
B.IL.F. there were fewer ex- 
hibitors. Some claimed that it 
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Business barometers are never steady. Population THAT'S WHY WE SUGGEST: If you have a 
growth, industrial migration, government — pur- financial interest or responsibility in 
chases, new industries and many other factors can a company, always check to see that 
influence sales. And sales executives realize the the company’s management is using 
need for keeping abreast of the changing pace of adequate Business Publication Adver- 
markets and competition. tising to protect and expand its 
Greater availability of products inevitably results market position. 

in more selective buying and keener competition. 

To meet such competition the production man Kor the Plant and Production Engineering 


seeks new materials, equipment and processes. held. consistent advertising in The Machinist 
The sales executive seeks new markets and better 

; : . will help to stabilize vour 
recognition and acceptance for his company’s 


s ; lf 
products. busine S bare rie 


But markets cannot be developed overnighi. It 
takes time to build product recognition and create 4 
buyer acceptance. Yet, without, cultivating its 

markets, no company can make a_ satisfactory pre 
profit for its shareholders 

These facts indicate the need for a_ carefully 


\\ 


co-ordinated, long-range sales and advertising 
programme. Such plans should include a consist- 


ent, intelligently planned advertising campaign, 
not only to protect present markets against compe- 
tition, but to develop new markets . . . a job which 
business publications can do faster, and at far 


lower cost, than any other method. 


* For further details write to 


THE DIRECTOR OF ADVERTISING 


TELEPHONE : CENTRAL 0911 PLANT AND PRODUC ION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARF ‘GDON STREET, LONDON, E.C.4 
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and factory in all aspects from fitting 
to efficient burning. 
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Sell to the Shipping Companies 


through the advertising columns of 
The Chief Steward 
and Ships’ Stores Gazette 


The only paper published 


to interest the Catering 


and Purchasing departments of the Shipping Companies 


and Ship Stores Merchants. 


Send for a specimen copy and rate card: 


Chief Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone No. Royal 5322 
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& EXPORT advertising, reach- 
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Published by 


¥ METAL INFORMATION BUREAU LTD. 
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was affected by Harrogate, but 
we do not think so, for Harro- 
gate has existed since 1950, The 
Fair was more likely to have 
been affected by the late tim- 
ing, by the cost and partly by 
new trading conditions. Will 
the toy section at Olympia 
suffer further shrinkage as a 
result of the Brighton venture? 
Will it ultimately fade into 
oblivion? 

“This matter of timing is a 
most complex question. You 
have a number of firms supply- 
ing the retail trade who think 
that the present timing of the 
B.LF. is exactly right. You 
have other sections of the in- 
dustry claiming that January 
or February is the ideal time, 
particularly in the export field. 

Straining time 
and expenses 

“Because of this clash of 
Opinion, it is necessary to have 
more than one fair, and none 
of us would want to discourage 
anything which enhances the 
reputation of the trade and 
business generally. But one has 
to ask onesclf if this proces- 
sion of fairs in the first few 
months of the year is likely to 
place too great a strain on the 
time and expense-sheets of 
buyers, not to mention the in- 
roads on the time of sales-statfs 
and the resultant costs.” 

* * * 

RENEWED onslaught 

against gift schemes is made 
by the Grocers’ Gazette, follow- 
ing the “organised trades’ forth- 
right rejection” of the principle 
of this method of trading. It 
declares: “A gift scheme is, after 
a marketing operation of 
strict limitations and one, which, 
stripped of its facade of ballyhoo 
and high-powered advertising, 
resolves itself into an admission 


' of false value to both trade and 
} public caused by inflated competi- 


tion. Practical retailers soon 
realise that such a scheme can 
gain no new ground; it may pos- 
sibly recover some lost trade for 
a product over a short period but 
the customer who bought an 
article on the strength of an un- 
related gift is not necessarily to 
be persuaded to buy the same 
article at the same price without 
the gift; and the retailer, not un- 
deservedly, will find stocks piled 


A typical scene at 
the Harrogate Toy 
Fair. Another fair 
is due to be held in 
February at 
Brighton-—and 
there is also the 
B.L.F. toy section. 
Is this procession 
of toy shows a 
good thing for the 
trade? 


on his shelves and capital idle in 
his storeroom.” 

Manufacturers should now be 
in no doubt as to the trade’s atti- 
tude. But, the journal warns, “it 
is the retailer who wavers, and 
even the public, who must now 
be brought into line.” 


x Eg * 
WRITER in Hardware Trade 
Journal questions whether 

the cost of “free gifts” are justi- 
fied and wonders whether the 
campaigns in the soap field have 
any ultimate effect upon the con- 
sumer’s final choice of soap. Re- 
tailers, he says, should be “wary 
of large expenditures on un- 
measurable returns, for despite 
market research to-day being al- 
most an accepted science We can- 
not really determine just what 
return we shall get per £100 of 
advertising. 

“Some forms of advertising 
tend to cancel one another out 
where two advertisers in equal 
conditions with similar products 
are really competing for a limited 
market, and apart from the extra 
costs incurred or perhaps jobs 
created we are back where we 
started, and the individual con- 
sumer again chooses what he or 
she fancies; of course at an en- 
hanced price.” 


* * * 


HE following definition of 
advertising comes from F. W. 
Jefkins, writing in Fish Industry: 
“Advertising is the means of 
making known in order to sell 
goods or services. It is a tool 
to be used as carefully as the 
knife with which the _fish- 
monger is so skilled. 

“I am afraid the majority of 
fishmongers limit their advertis- 
ing to writing prices on a slate 

-but the principle is the same. 
The point is that the message is 
taken beyond the limited dis- 
play of the shop and is placed 
in people's hands, _ before 
people's eyes, and right inside 
people's homes. That message 
will be seen by thousands of 
people who may never have 
purchased at the particular 
shop which is advertising, who 
may seldom buy fish, who are 
grateful for the ideas and in- 
formation contained in the 
advertisement, and who 
respond by bringing new or 
additional custom to the adver- 
tiser.”” 
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Technical publications 


Handbook for machinery 
sells a million copies 


oo. does any technical 
book achieve the sale of a 
million copies, However, the 
Machinery Publishing Company 
have announced that since the in- 
ception of Machinery’s Handbook 
in 1914, it has sold a million 
copies and has become the stan- 
dard work of reference of the 
engineering trade, The claim is 
that it has established itself as a 
universal working tool, finding 
application throughout the world 
wherever mechanical equipment 
is designed, built or operated. 

The million copies sold since 
the first edition was published 
would, if placed end to end, ex- 
tend from London to Bristol. If 
piled high they would reach 43 
miles into the stratosphere equal 
to 623 times the height of St. 
Paul's Cathedral, 


Motor cycle guide 


new edition 


Well over half a million copies 
of Motor Cycles And How To 
Manage Them have been sold 
since the book was first published 
53 years ago. The 32nd edition 
has recently been published for 
The Motor Cycle by lliffe & 
Sons Ltd., at 6s. 

The motor cyclist can rely on 
this book to tell him practiéally 
everything he needs to know 
about his machine, its mainten- 
ance and management. Written 
in a straightforward, non-techni- 
cal style, the bock has nearly 
every operation illustrated. 


Modern car 


handbook 

Written specially for the 
motorist who, without going too 
deeply into engineering details, 
desires an understanding of his 
vehicle that will help him get the 
best possible results, is The Auto- 
car Handbook: The complete 
guide to the modern car. Pub- 
lished by Iliffe & Sons Ltd., at 
7s. 6d. this is the 21st edition and 
has been compiled by the staff of 
The Autocar. 

For over 45 years, successive 
editions of this book have re- 
flected the many developments in 
automobile engineering, keeping 
readers up-to-date and providing 
thousands of motorists with an 
easy-to-follow explanation of 
their cars’ mechanism. 

In this edition, a new approach 


has been made to the subject, in | 


line with the modern motorist’s 


| 


outlook, and the work has been | 


entirely rewritten. After briefly 
describing the fundamental prin- 


ciples involved, the book goes on 
to discuss practical features of 
current design and the reasons for 
them. It is not, of course, pos- 
sible to treat each individual 
component in great detail in a 
work of this kind, but every im- 
portant part of the car's structure 
and mechanism is considered. 

A noteworthy feature is the 
wealth of illustration. Over 200 
drawings show clearly the con- 
struction and operation of almost 
every component, thus providing 
a complete picture of the modern 
car. 


Radio research 

Reports from the Radio 
Research Board and the Director 
of Radio Research are contained 
in Radio Research 1952, pub- 
lished for the Department of 
Scientific and Industria] Research 
by H.M. Stationery Office (priced 
at 2s.). 

The report outlines the work 
carried out during 1952 at the 
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TECHNICAL 
PUBLICATIONS 


continued 
quaenaenboaeanate 


Radio Research Station, Slough, 
the overseas recording stations | 
maintained by the station and at | 
British universities collaborating 
with the DSLR. Concern ts ex- 
pressed at the shortage of staff 
needed to carry out the full re 
search programme and its os 
pointed out that some deteriora 
tion has in fact taken place 

The major part of the pro 
gramme of research is concerned 
with wave propagation. Most of 
the work is fundamental long 
term investigation 


U.S. inventions 


described 


The American Government, 
through its research activities, 
finds itself in the ownership of 
thousands of patents. To make 
this vast pool of scientific and 
technological data available to in 
dustry particularly to smaller 
undertakings with no research 
staffs of their own the Depart 
ment of Commerce have pub 
lished Government Owned Inven 
tions Available For Licence 

This describes 3,658 govern 
ment-owned inventions which are 
ordinarily available to the public 
on a non-exclusive, royalty-free 
licence basis. Inventions are 
listed by fields of industrial use 
to facilitate the location of the 
patents which may meet special 
needs. As an invention may have 
various uses and be classified 
under more than one industrial 
group, there are 5,817 listings 

One government patent covers 

1 all-glass paper, formerly con- 
sidered an impossibility. This has 
unusual filtering and electrical in- 
sulating properties which make it 
suitable for gas masks, respira 
tors and electrical equipment 

Abstracts have been made of 
all the inventions described in the 
new publication. They tell briefly 
what the invention ts, what it 
does and how it works. These 
abstracts are available also for 
use by the public 


Asbestos 


The Cape 
story 


This year marks the diamond 
jubilee of the Cane Asbestos Co., 
Ltd., and part of the firm's cele 
brations has taken the form of 
the production of a weil pro 
duced book, Cape Asbestos 1893 
1953. Published by the Harley 
Publishing Co., Ltd, this is an 
amply illustrated account of the 
growth of the company which, in 
1938 had assets valued at 
£598,178 and in 19ST recorded a 
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90 Buckingham Palace Road, S.W.! 
Tel.: SLOase 51345 


MUNICIPAL 
ENGINEERING 


founded 1874 
The specialist weekl; journal 
reaching evers officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn ¢ 602 
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TRADE AND 


‘Food Manufacturing 


22 YEARS 
OF PUBLICATION 


—— 


To. 
rooo © TRADE review t 
-anerce STREET, LON 


Campaign in a 
** Selling ’’ Journal 


“GAS TIMES”--Selis gas plant, 
appliances and engineering 
equipment. 

“INDUSTRIAL GAS" Sclis — gas 
fired furnaces, dryers and gas 
heating equipment 

Both are under «: Editorial Direc- 

tion sf Dr. W Coxon, MSc., 

PRI. FILM, M.Inst.F. 


Enquiries 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 


Telephone: Gadebrook 2308/9 
Telegrams: Techpres, Watford 


Gas Journal 


Newspaper and expert technical weekiy 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


1! Bole Court, Fleet Street, E.C.4 


= ee eat Trade — 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


“Metal Industries 
ee 


aetiiaatll 


trading profit of £1,381,659 

An account is given of the | 
company’s Asbestolux product 
The manufacture of this incom 
bustible asbestos board was | 
started in 1951 and is now widely 
used a8 an insulation lining to all | 
types of buildings | 


THE PAPER MAKER 
THE PAPER MARKFT 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADF DIRECTORY 
OF THE WORLD 


$. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


first journal in steel 
for real reader interest 


THE 1 BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 


Good Photography 


Monthly—for all 
amateur photographers 


REGent 3066 1 Bote Court, Fleet Street, E.C.4 
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Pablications 


Read at head 
office and on 
the mine Dy the 
) Industry i n 
1 66 Countries 

nal Ltd © 
tendon. £c2 | 

— 


The Winleg 
> 15 Wilson St. 
; mONarc 


Rye 


H 


Trahsport 


Akal 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets 


. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


Tealysrper 


WwOorRLb 


Founded 1892 


executives in the industry 


world read 


TRANSPORT WORLD 


POLLARDS 1181 


all over the 


| 
i 


= Painting and 
_Decorating Trade 


iN 


Municipal Works and 
Local Government 


Aod Manicipn! sed County Geddinter 


The Powerful and Trusted 
Journal for all! 
Advertisers 
wishing to reach :—- 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.1 


TELEPHONE: HOLBORN 0452 


MUNICIPAL 
ENGINEERING 
founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 


government, 


4 Clements Inn, W.C.2 
HOLborn ¢502 


The 


MUNICIPAL 
JOURNAL 


founded 1893 


The only 


journal read in every local 


weekly technical 


government department, 


3 Clements Inn, 


WA 
HOL born 2827 


Printing Trade 


ais Established 
ede * @ 1881 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé Print 


QUARTERLY 


329. HIGH HOLBORN. W.C.I 


465 


Architecture 
| ARERR a 


EVIEW 


Largest circulation among 
authorities and official | 
in U.K. 
Bi-monthly 1/6 


42 Devonshire Street, Lond 


z 


Pharmaceutic:! 


BRITISH HOUSING AND PLANNING | 
R 


For those 
pharmaceutical 
ot home and overseas 
194-200 omer gam London, 


equir 97 specialised 
informatio 


€C.2 
14445 


Heavy Clay 
Industries 


SERVING THE CERAMIC INDUSTRY 


The Refractories Journal (Ort) 


gan 
of The Refractories Association Great 
Britain). Clayeraft (Official Orga f th 
Institute of Cla lechnology) Ceramic 


Digest for Machin 
Manufacturers at hom 


ind eTScas 
(Published at 34 lLownsend lirive. St 
Albans, Herts.) Annual Sut <T nm 30s 


Gt. Britain 
london & Sheftield Polishing Ce o., Led. 
7 Chestertficld Gdns, Cur 


vy Makers and Ceramic 


Wt 


Lubrication 


phe ONLY Indepe ". 
- yote 
mrs journy “3 1ON 
on ore BRIC Al 
ea Ww aks tow 
os a by s De 
———m —A Machine any 
ee igners, © ail 
ers ER THE woRLD 
ne on — 
ee petails ft ; 1108s 
om SCIENTIFIC rustic 
Sa ee 8, Walker Ot ng 
—ssse | Wellington. 51°F 
Se\) a ai 
° 
Purchasing 


supplies 


Journal of the 
INSTITUTE OF PUL) IC 


SUPPLIES OFFIC! > 
Read by Chief Officers who | for 
* Hospitals 
* Local Authorities 
*% Nationalised Indu 
40 Sackville Street, Lo: 
Telephone : Growenor 


| 


——— 


ADVERTISER'S WEEKLY 


Engineering press 


and equipment 


on show 


WIDE range of the plant 
and equipment produced by 


Whessoe Ltd. for use in the oil, 
fuc!, gas, steel, chemical and 
other industries is on show at 


the Engineering, Marine & Weld 
ing Exhibition and the Chemical 
Plant Exhibition, at Olympia 
(ending September 17) 

One section of the company’s 
stand illustrates its abilities in 
steel-plate construction, Emphasis 
has been placed on steel] struc 


tures built for the petroleum 
refining industry with which the 
company have always been 
closely connected 
Six monthlies 

The many industries repre 
sented at the show have enabled 
lemple Press to display six of 
their specialised monthlies, as 


already forecast in ADVERTISER'S 
Wrekty (August 20, page 338) 

The current issue of The Motor 
Ship and The Motor Boat and 
Yachtine carry reviews of the 
event written from the marine 
angle; The Oil Eneine and Gas 
Turbine will cover the industrial 
diese] engine and gas turbine 
aspects while The Overseas 


Engineer devotes many pages to 
describing industrial and engin 
eering plant and machinery in 
present British production A 
special two-colour feature dealing 
with chemical enginecrine and a 
useful classified cross-referenced 
index to manufacturers and pro 
ducts are also included 

The other two journals on dis 
play are Plastics and Lieht Metals 
the latter featuring aluminium 
magnesium and their allovs and 
their place in the exhibition 


Review of progress 


Five of the current Associated 
Hiffe Press journals are likewise 
devoting special attention to the 


exhibition 
contains 


British Eneineerine 
a comprehensive review 
of progress made by the engin 
eering industry since the last 
show in 1951 The Llectrical 
Review surveys features of in 
terest to its industry. A compre 
hensive review of the exhibits is 
carried in Jron and Steel and a 
special “Show Review” October 

Mechanical Handling 
avatlable on September 
25. A special supplement to this 
month's Metal Industry 


issue of 
will be 


covers 
exhibits of neral interest to the 
non-ferrous metal industry 
A biennial special number of 
Welding aid Metal Fabrication 


reviews u'! th ciding 
equipment in the exhibition and 
includes a complete buyers 
guide to products of the industry 
This journal | 
large 


and allied 


» fact pla cad a 


ising the weld 


Part in organ 


Ing section of the show 
The five current journals, to 
| gether with the Machine Shop 
Magazine, are on display at the 


Hiffe Stand, 
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* * 


When planning an advertising 
campaign in Southern Africa, 
consult 


\ oi 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


Cape Town CAPE TIMES 
é CAPE TIMES WEEK-END MAGAZINE 
¥ Durban NATAL MERCURY 
3 SOUTH AFRICAN WOMAN'S WEEKLY 
7 Johannesburg RAND DAILY MAIL 
ie National SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


* * 


NORWAY'S FOREMOST 


i 
aR 
Je 
ie Aftenposten enjoys an impregnable position 
‘a among Norwegian newspapers, excelling in 
4 circulation as well as in volume of adver- 
& tisement matter. 
x co . . 
x The signal success of the paper is amply 
” 
e demonstratec ) 1 pre-war anc st- 
2 1 trated by the | r and _ post-war 
a circulation figures : 
~ Ordinary Saturday : 
n Morning Morning |Fvening 
ie Edition Edition Edition 
Es 1939 89,525 112,957 74,012 
ay 1952 145,131 164,146 122,361 
ay . . . 
5 ae In other capitals it is frequently the case 
. that two or more papers compete for ascen- 
Pe dancy. In Oslo Aftenposten is unrivalled, no 
| 
Ee 


competitor seriously challenging its position. 


Aftenpoften 


Oslo 


Norway 


Advertising representatives: Joshua B. Powers Ltd. 
14 Cockspur St.. London, S.W.1. Tel.: Whitehall 3366 
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Mar ket studies for 


freer Scandinavian trade 


NUMBER of specialised 
market studies are being 
conducted by the Joint Scandi- 
navian Committee for Econ- 
omic Co-operation with a view 
to the possible creation of a 


free market for particular 
categories of goods. 
When the committee met re- 


cently in Oslo questions relating 
to the setting up of a common 
Scandinavian market for the 
canning and textile industries 
were discussed. 

Fstablished in 1948 the organ- 
isation meets about six times a 
year and has also been instructed 
to examine the feasibility of 
establishing common customs 


tariffs for Norway, Denmark, 
Sweden and Iceland 
* * * 
A tremendous interest exists 


throughout Norway for modern- 
ising and re-equipping kitchens 
According to Mrs. Ingrid 
Askevold, an_ official of a 
domestic advice centre, nothing 
less than a “revolution in the 
kitchen” was taking place, and 
that men as well as women were 
showing the keenest interest in 
making the kitchen efficient and 
pleasant. 
+. * * 

Time and effort demanded by 

various forms of work are being 


investigated bv the Research 
Institute for Production Tech- 
nique, 
. * 
Machinery valued at £2°5 


million were exhibited at a tech 
nical exhibition 1 


lately held in 
Oslo Products of about 1.000 
Norwegian and overseas manu- 


facturers were displayed 

¥* * * 
to a recent report 
30 per cent of the 
in Scandinavia are tee- 
totallers. There are 60 temper- 
ance organisations in operation 
with a total of 1,300,000 mem- 
bers. 


According 
from Norway 
M.P's 


South Africa 


The new paper mill being built 
by South African Pulp & Paner 
Industries Ltd... at Mandini. 
7"luland. on the Tugela River. 
will probably be in production 
early next vear 

A feature of this construction 
is the adontion of the American 
nractice of outdoor boiler instal- 
lations. At this new mill the 
boilers will be among the first to 
he erected without cover in South 
Africa 

About 100 tons ner dav of un- 
bleached paper will be produced 
initially comprising mainly liner 
and fluting paners for corrugated 


boxes, wrapping and bag papers. 
Sack papers will be produced 
later.. Having been laid out and 
planned for easy expansion in 
the production of either un- 
bleached or bleached papers, the 
output may be lifted eventually 
to 400 tons a day 

When production starts the mill 
will employ approximately 100 
Europeans and 350 non-Euro- 
peans 


Sonete 


The 2nd Canadian National 
Packaging Exposition, to be held 
in Toronto. November 3—5, is 
expected to be one of the largest 
trade shows of its kind ever to 
be held in Canada. There will 
be around 252 display units com- 
prising 41,000 square feet of 
actual displav space. In 1952 
there were 160 units taking up 
23,000 square feet. Sales directly 


attributed to the first Packaging 


Charles Cornell (standing), secre- 

tary of the Packaging Association 

of Canada, watches the siening of 

the last available contract for 

space at the forthcoming exposi- 
tion, 


Exposition have been fixed at $15 
million. One exhibitor completed 


sales on the floor totalling 
$500,000. 
The packaging industry” in 


Canada is now in the $700 mil- 
lion class—-an increase of $50 
million (eight per cent) over last 
vear. The annual conference of 
the Packaging Association of 
Canada will run concurrently 
with the exposition. 


Burma 


Shortly to visit the United 
Kingdom is a Planning Projects 
Implementation Mission consist- 
ing of J. §. Furnival, Plan- 
ning Adviser to the Burmese 
Government. U Tin Pe, Secretary 


to the Ministrv of National! Plan- 
ind Religious Affairs, and 
Secretary 


ning 


G Ss Dillon, 


to 
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“Teddy Snow Crop,” the animated trade mark character used by the 


Snow Crop Division of Clinton Foods Inc., 


cuts the tape and declares 


open the new soft drinks bar in New York. 


the Ministry of Social Services. 
he object of the mission is to 
negotiate contracts for the erec- 
tion and equipment of projects 
concerning: engineering and tech- 
nical education; forestry training 
and research; dairy farm and 
veterinary training and research; 
agriculture research and training 
institute; pharmaceutical Jabora- 
tory, and to obtain the services of 
technicians and operators. 


Sweden 


According to the Commercial 
Counsellor of the British Embassy 
at Stockholm, Forslid & Co., 
A.B., Torsgatan 48, Stockholm, 
are anxious to establish contact 
with British manufacturers of 
television components. 

The firm was established in 
1928 and carries on an agency 
business in the electrical and 
electronic trade. ‘The British 
Embassy state that they are con- 
sidered a suitable connection for 
United Kingdom firms. 

Forslid & Co, A.B. are 
specially interested in deflec- 
tion units (625 lines); picture 
tubes; focussing magnets, ete.; 
jine-high voltage transformers 
for about seven and 15 kv; 
correction coils and transistors 
but not in condensers. 


Denmark 


pennant 

Economic and commercial cir- 
cumstances prevailing in Den- 
mark are surveyed in the latest 
volume in the series of Overseas 
Economic Surveys issued by the 
Commercial! Relations and Ex- 
ports Department of the Board of 
Trade. Titled Economic and Com- 
mercial Conditions in Denmark, 
the volume has been priced at 


3s. 6d. 
U.S.A. 


A furry white bear, “Teddy 
Snow Crop,” the animated trade 
mark character belonging to the 
Snow Crop Division, Clinton 
Foods Inc., recently cut the tape 
and opened a new fruit juice bar 
located near Grand Central 
station, New York. This was one 
of the most elaborate “Teddy” 
promotions yet organised by the 
Snow Crop company. 

“Showmanship is playing an 
increasingly important role in 


merchandising especially in big 
stores and food departments.” 
lately reported Jay Rutherford, 
Snow Crop’s public relations 


Manager, to an ADVERTISER'S 
Wertkiy correspondent. It is in 
such an environment that an 
animated trade character like 
“Teddy” can do his most effec- 
tive job, 

He is known to millions via 
his TV shows and regular inclu- 
sion in Snow Crop’s advertising 


“Teddy” discusses the state of the 


soft drinks trade with Faye 
Emerson, film and TV star. He 
thinks it is doing well. 


and point-of-sale material. A 
convincing demonstration of his 
appeal with TV audiences was 
given when the company offered 
a “Teddy” hand puppet for 50 
cents and two Snow Crop labels; 
more than half a million were 
distributed 

“Teddy” makes a number of 
very carefully arranged appear- 
ances every month in big stores 
and soda fountains where Snow 
Crop products afte sold. These 
appearances are given the fullest 
local publicity with press recep- 
tions, visits to local hospitals, 
orphanages and other civic insti- 
tutions 


Greece 


Information about the = in 
auguration of special procedure 
for the import of goods and allo- 
cations of exchange for the In 
ternational Fair at Salonika 
(closes September 27) has been 
given in Decision N.377 issued by 
the Ministry of Commerce, 
Athens 
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BERGEN 2 ex, 
the capital of West - _ 
Norway, is the seco: 
town and shippi 
centre in Norwa, 
Bergen, the seat of 
Norwegian Directo 
town of the fishin 
Norwegian textile | 
centre. 
Bergens Tidende has a 95°% coverage in Bergen and is 
the main advertising »edium of Western Norway. 


Bergens Sidende 


Bergens Tidende you will find is the 
second cdvertising medium in Norway. 


‘Norway ) 


Osteo 


of Fisheries, the most important 
industries and the home of the 
ustry, is a fast-growing industrial 


U.K. Representatives: Joshua B. Powers, Ltd. 
14 Cockspur Street, London, $.W.1. Whitehall 3366 


TIBBENHAM P' "OUR PRODUCT IN Hy, 


Registered Practitioners in Ad 


244 HIGH HOLEOR! 


LICITY LTD | 


IDON, W.C,1 
Telephone: HOLborn 407 | nes) 


Pe 467 ee 
‘ , nila 
d . 7 Cc 
a SS as 50 . Py: “a , : = | ¢ : 
et) we BS ' a 2) oi. 2 
S, ’. Fe - wrasse i _ — - 
. > : “ - | 
I e 
So gg lala To epie 0 nt a 
a 
| 
a 
pan oo zi | | 
eo 4% “sm i — i wa . 
a A U0 seleTeeTereIetesetesecetes cei CSIeISTEIAIEIISIESSIEIAT ESSERE EIST TSS 
> — Sno EEE EE | 
i Crop Stace 4 Bescon 
ink mt A ES BBE N H ethene 
— = Tl ot SS : 
a Sines f 0 y G0? So | 
Se: a 
Minas anae tess 
tikereseheeeene ; IN G Se 
pace all T iS Bete 
iets E onehhee 
—— ——— wee : - - . Pate ae 4,28. ', 
_—— BE cuss | uments ee 
a = : 2: 


ADVERTISER’S WEEKLY 


ed I moe 


i 


2 [9 AA yO eee 7 rT OR, 
fy B 4 


‘ ( — ye 


SA LES-T.A LK 


Silvery script on pastel papers says “‘Yardley, Yardley, 


| Yardley” — and with such good effect that the customer, 
too, says “Yes, Yardley, please” Another sale. 
| Another instance of how personalised packaging pays. 
Another good mark for Sanderson Signature papers. 
These personalised box cover papers, used by so many 
leading manufacturers, can be created for any product, 
introducing any name or trade mark, The extra cost is 
small, the attention value very considerable. Ask your 


box-maker for details. 


SANDERSON MAKE 
Sign ce tu a © Pa pe ¥ro 


52 BERNELRS STREET, LONDON, Wat 


a 


| 
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American Market Special 


Fruit juice concentrates 
are breaking records 


Ihe impending abolition of sugar rationing, 
which will free the soft drinks industry for 


givater production, 


lends topicality to this 


report from Our Special Correspondent on 
the present situation in the American fruit juice 


concentrate 


industry. 


Demand is currently 


exceeding supply and all sales records have 


i URING the past few years 
the soft drinks industry of 
the United States has been 
transformed by the introduc- 
tion and the enormous subse- 
quent success of the quick 
frozen fruit juice concentrate. 
[he range of juices now avail- 
able to the public is very wide 
and includes orange (easily the 
most important to date), 
lemon, pineapple, grapetruit, 
grape, limeade, and apple. 

Ihe orange and lemon concen 
trates, have been wholly packed 
in tins for the retail and institu- 
tional trade but recently to some 
extent they have been made avail- 
able in plastic nouches. Used in 
a busy soda fountain section of a 
store the plastic pouch has proved 
a big time-saver. 


Bigger advertising 

planned for future 

Advertising on the widest and 
most spectacular scale has been 
a vastly important factor in estab- 
lishing this new form of. soft 
drink so firmly into the American 
mind Radio, TV, film, press. 
exhibitions, and outdoor media 
have all been fully exploited and 


the plans for the future are o} 
a magnitude to dwarf much otf 
what has gone before. 


Nothing, in any case, remains 
ot the records established in for 
mer vears by this concentrate sec 
tion of the soft drinks industry 


gone by the board. 


[hey have been broken all to 
pieces. More than that. At the 
end of August the supply of the 
quick frozen orange product was 
at a mere 60 per cent of demand 

thus establishing something of 
an outline for the future. 


Supplies are 

running short 

The situation can be presented 
in brief by citing the tollowing 
facis drawn from Florida, by far 
the largest citrus source in the 
United States. The 1952-53 sea- 
son closed with a total pack of 
46.442.130 gallons, Ihe new 
pack season begins in December 

vet unless higher prices suc- 
ceed in slowing down public con 
sumption the supplies will run 
out by the middle of next month, 

Retail sales set an all-time 
record in June; but they were 
moving up even faster in July 
when some 2,257,000 gallons 
went during the first fortnight. 
According to the Florida Canners 
Association retail] sales for the 
first half of this year have been 
exceeding per month those of 


1952 by the following percent- 
ages: 
December 47 
January . 35 
February 24 
March 31 
April 18 
May par 
June 20 
Bigger-than-ever sales have 
(Continued on page 474) 


Sponsored by the Minute Maid Corporation, one of the biggest pro- 

ducers of quick frozen orange juice in the United States, this gigantic 

float was entirely covered with roses and gained an award at the Los 
Angeles Rose Carnival. 
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COMMERCIAL ARTISTS’ PORTFOLIO 


KENNETH 
BROMFIELD 


[HAT lettering must try to 
add something to the de- 
sign is a tenaciously held con- 
viction of 30-year-old Kenneth 
Bromfield who for some time 
now has been giving a lot of 
attention to problems of pack- 
age presentation — especially 
for a fast developing self ser- 
vice age. 

One of his best-known pieces 
of work expresses this conviction 
with clarity — the G.P.O. poster 
where the lettering was modelled 


Effective use of lines is often 
demonstrated in Bromfield’s work. 
In this instance the impression of 
neatness and _ cleanliness 
conveyed. 

on the franking of envelopes. In 
the field of packaging one of his 
latest products was the Early Egg 
pack featured in ADVERTISER'S 
WEEKLY, July 23. 

At present he is working on 
package restyling for a big cos- 


Based upon the franking of en- 
velopes the imaginative use of 
lettering helped to make this a 
poster of considerable popularity. 


’ 


metics firm. Just behind him is a 
series of lectures on packaging 
given at the Borough Polytechnic. 
Under way, too, is a poster deal- 
ing with the Comet air liner for 
B.O.A.C., and projects for Bata, 


The connecting of two well- 

known structures aids the illusion 

of space eliminated. Here again 
the line background is used. 


British Railways, and Scope. 
While preferring to carry out the 
total design, he is always quite 
happy to create the design from 
a client’s idea. 

Packaging, considers Bromfield, 
is the most logical of design 
work, with trade marks and 
symbols offering opportunities 
for the perfect form of design 
condensation. 

Firmly persuaded that good 
ideas don't “just happen,” he is 
accustomed to spending a lot of 
time searching out new ways of 
putting over ideas tabled by his 
clients. Particular attention is 
paid to poster backgrounds. Too 
often, he believes, a good front 
presentation is robbed of maxi- 
mum effect because offset by the 
wrong background — or perhaps 
by none at all. 

In his own case he was able to 
engender an impression of speed 
into the Golden Arrow poster by 
an arrangement of lines in the 
background. 

Within the wide field of com- 
mercial 
promising present feature is the 
increasing concern advertisers are 
taking in packaging. 


Hampshire 
and W. Sussex 


the 


ADVERTISER'S WEEKLY 


EVENING 
NEWS 


PORTSMOUTH 


HAMPSHIRE 
TELEGRAPH 
& POST 


CHICHESTER 
OBSERVER 
SERIES 


are the right media to 
increase your sales in this 
important area. 


They are ideal jor Test Campaigns 


LONDON OFFICE, 85 FLEET ST., E.C.4. Telephone CENetral 2845 


art he thinks the most | 


...or stands 
on its own 


THE BROOK 
TOR will fit neatly into 
your exhibition or show- 
room plans, occupying only 
3 ft. x 2 ft. 9 ins. floor space. 
It shows up to 40 minutes 
of sound film in daylight 
with automatic repeating, 
or push-button control. 
A brilliant, steady picture 
is obtained, with high 
quality sound reproduction. 
The equipment ts available 
on hire or for sale. 

Please write or ‘phone for 
further information. 


PROJEC- 


The film shown is “Time Off My 
Hands” sponsored by Hoover Lid 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD - »ON 


An asso 


* swig - 
{ the Film Producers Guild. 


TELEPHONE LIBERTY 429! 
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ADVERTISER’S WEEKLY 


tompon Sw 


Unequalled in Kent 


9 Newspapers 
! Order 


3 Stereos 
| Account 


=PEB LT QE wes ne site 
Associated Kent Newspapers 


Accounts Office ad 
30 High Street, Chatham (Chatham 2213) 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


Silk Screen Printing 
DISPLAY -° POSTERS 


MERCURY DISPLAYS LTD 


Head Office 


SHOWCARDS - 


171 NEW BOND STREET W.1 Tele: GROSVENOR 8711 


Works 


EASTWOOD STREET, S W.16 Tele: STREATHAM 4595 


Mechanical World 


and ENGINEERING RECORD 


EMMOTT & CO LTD ° 


SEES = 
SS 


31 KING ST WEST - MANCHESTER 3 
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| 
AVING regard to the size 
and financial importance 
_ of British insurance companies, 
| it is a surprising fact that very 
few of the 70 or so operating in 
this country can be regarded 
as national advertisers. In the 
vast majority of cases their 


| annual expenditure is in the 


region of only £1,000 to £2,000. 
Not more than half a dozen 
companies have an annual 
budget running into five 
figures, whilst those whose ex- 


penditure is negligible include 
many of the “giants” of the 
insurance world. The fact that 
these offices continue each year 
to transact substantial business 
virtually without the aid of ad- 
vertising is a sobering thought! 

Moreover, it is only in recent 
years that the insurance associa- 
tions such as the British Insur- 
ance Association, the Life Offices 
Association and the Industrial 


| the 


ments the Norwich 


How the public was told 


about the Norwich Union 


By A.P. COOPER, D.A.A., 
M.1.A.M.A., Publicity 
Organiser, Norwich Union 
Insurance Societies. 


Life Offices Association have run 
collective advertising campaigns, 
and all of these were embarked 


upon originally 
threat of 
than to 

insurance. 


to counter the 
nationalisation rather 
stimulate the sale of 


Few non-industrial 
national advertisers 


Of the half dozen larger insur- 
ance spenders, three are big 
“industrial” companies (the 
Refuge, the Pearl and the Pruden- 
tial) so the Norwich Union is one 
of the very few non-industrial 
offices which can really be re- 
garded as a national] advertiser. 
Even though they only established 
a publicity department as a separ- 
ate section of their activities in 
1934, they had advertised in the 
newspaper and periodical press 
to a limited extent ever since 
they were founded in 1797. 
Indeed, the London firm of ad- 
vertising agents, C. Mitchell & 


“A fine city, Nor- 
wich” has been the 
theme with which 
Norwich 
Union have sought 
to impress the pub- 
lic mind and tie-in 
the insurance ser- 
vices since 195]. 
Large spaces in 
the “glossies” 
have heen filled 
with colour phote- 
graphs of Norwich 

- “a most photo- 
genic city.” As a 
by-product of 
these advertise- 


Union have issued 
an impressive 
calendar. 


A fine city, NORWICH 
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ADVERTISER'S WEEKLY 


OF Advertiser’s Weekly 
Eq be Pa @ p A.B.C. CERTIFIED 
eaerer @ NETT WEEKLY SALES 


OUT OF I0 copies are sold to 


National and Regional Advertisers 
(approx 4,500 copies) 


OUT OF 10 copies are sold to 
Advertising Agents (approx 1,600 copies) 


THUS OUT OF EVERY 10 COPIES 


—— 


of 


Advertiser’s Weekly 


are sold to 


Advertising BUYING Executives 
“A VALUE CIRCULATION 
NO OTHER JOURNAL CAN CLAIM” 


ADVERTISER'S WEEKLY, !|80 FLEET STREET, LONDON, | £4 PHONE CHA 8844 
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ADVERTISER'S WEEKLY 


SALES MANAGERS 


Your company relies upon 


you to increase 


sales 


Better results will be obtained by your 


Representatives in 


DISTRICT 


BOLTON AND 


if the goods you sell are 


advertised in the 


BOLTON 


EVENING NEWS 


Eight out of ten homes have this News- 


paper delivered to 


them every day. 


Your company’s message is seen and 


read. 


Local stockists will tell you it pays 
to advertise in the 


BOLTON EVENING NEWS 
A.B.C, DAILY NET SALES 83,575 


21/- 
Per Column 
Inch Flat 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 
BOLTON LANCS 


Telephone: Bolton 1993 
Advt, Manager: Wm. Sheppard 


FOR THE BOYS OF l 
THE BOYS’ BRIGADE— | 
| 

| 


STEDFAST 


MAGAZINE 
Guaranteed firct print order 20,000 
R3O per PAGE 


First monthly issue: October (Copy 
Sept. 21, press Oct. 1, Published Oct. 10) 
For Boys aged 12-18. A grand market | 
} 
| 


for all kinds of Hobbies, Sports gear, 
Bicycles, Cameras, Watches, Radio, | 
Model Railways, Scamps, Careers, Music, 
Fishing, Camping, Books, etc. | 
| 
| 
j 
| 


Sole adver repr 


ALDRIDGE PRESS LTD. 


15 Charterhouse Street, E.C.! 
Holborn 8655 (two lines) 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SwARP ) EXPRESS 4 


CRAFTSMANSHIP DELIVERY 


“DAY-OLO” printers 


6, ARLINGTON ST. 
LONDON S.W.1 
Telephone: GRO. 4220 
London Manager: C. A. Miles 


Here in the H.C.N.Country, 
between the Oxford Road 
and the Great North Road, 
is the richness of Industry 
and Agriculture married to 
the community life of local 
people. Homes that throb 
with the vigour and sparkle 
of great prosperity. Serving 
each one of them is an 
H.C.N. newspaper, _ itself 
alert and sparkling. 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER TRADE 
$s COL = FLAT 
INCH RATE 


AB.C. NET SALES 
130,595 


Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Sereet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 
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(continued) 


Co., Ltd., claim to have had ihe 
Norwich Union on their books 
as clients for over 100 years, and 
they still handle a portion of their 
account. 

When the idea of establishing a 
separate publicity department 
was mooted in 1934, I was for- 
tunate enough to be entrusted 
with its organisation although 
when I first joined the Norwich 
Union staff it had been my inten- 
tion to specialise on the actuarial 
side, I turned instead to adver- 
tising and obtained the diploma 
of the Advertising Association. 
Nevertheless my earlier practical 
experience of the insurance busi- 
ness has proved invaluable, be- 
cause insurance publicity is 
fraught with technicalities that 
would be pitfalls to the uniniti- 
ated copywriter or artist. 


Annual budget 
considered too small 


The decision of the Norwich 
Union directors to embark on a 
properly organised advertising 
campaign was not unanimous, and 
some of my executive officials at 
that time were luke-warm if not 
indeed critical of the expenditure. 
The annual budget envisaged was 
then £5,000 and of the six 
London advertising agents ap- 
proached, five turned up their 
noses at the smallness of the 
figure. A few years later Wills- 
more & Tibbenham (Norwich) 
Ltd. were appointed our adver- 
tising agents, and they have 
handled the bulk of our account 
ever since. 

We soon found that the “on- 
the-spot” services available from 
a local agency far cut-weighed 
any possible advantages to be 
gained from using a larger but 
more distantly located firm. con- 
tact with which was bound to be 
more tenuous and_ interinittent 
than with an agency on our own 
doorstep. 


All designed to 

pull direct inquiries 

Bearing in mind my executive's 
scepticism as to the value of ad- 
vertising, the problem confront- 
ing me from the outset was to 
show the doubting Thomases that 
advertising could be made to pay 
its way. For this reason all the 
advertisements were designed to 
pull direct inquiries. Most of them 
embodied coupons and all were 
most carefully keyed and. the 
results accurately tabulated. 
Though in the early years these 
results were barely sufficient to 
justify the outlay, it soon became 
possible to eliminate the less pro- 
ductive media. Other publica- 
tions, often with quite small cir- 
culations, were discovered which. 
on the basis on which we judge 
them, could always be relied upon 
to pull results which more than 
justified their cost. 

Moreover. in the course of time 
the branch managers, inspectors 
and agents of the societies 


throughout the country began to 


show their appreciation of the 
backing the advertising was giv- 


LOOK SO MUCH 
LIKE GOOD ONES 


Every bad egg started off as a good one. Human 
beings are rather lke that, too. Some employees 

art well and then without the slightest warning 
take a turn that brings serious consequences for 
themselves and financial loss to their employers. 


However carefully you choose, there's always the 
isk of a few bad eggs that look like good ones. 
Don't carry that msk yourself when the Norwich 
Umon Fidelity Policy offers you complete cover 
igainst the fraud or dishonesty of employees 


Many employers have proved the wisdom of this 
protection. Fill in Coupon and post to day. 


To Norwich Uston Insurance Societies, 
‘ 
H Fidelity Guarantee Department 
' Hed Offices 


SURREY STREET, NORWICH 


Pleave cond me full party wlers regarding the Norwich 


Adder 


css 


NORWICH UNION 
FIDELITY BONDS 


Placed in the “Accountant” during 
1936 this advertisement was de- 
signed to draw attention to the 
fidelity policies. Most of the 
Norwich Union advertisements 
of that time embodied coupons. 
All were carefully keyed. 


H 
i 


ing them, and in particular of the 
mapy new introductions the 
inquiries provided. When after 
a year or two of somewhat hard 
going, a retirement resulted in the 
appointment of new executive 
officials who were more publicity 
minded, the work of the publi- 
city department became better 
appreciated. The annual grant 
was stepped up to £7,000—still a 
very modest figure even for those 
days. 

That was the position when war 
broke out. Naturally enough, as 
happened with so many busi- 
nesses in 1939, the first reaction 
was to prune expenditure on ad- 
vertising. Moreover, the publicity 
department's smal] staff were all 
young in years and were quickly 
in the forces. By 1942 the depart- 
ment consisted solely of myself 
and one young girl typist. 


Advertising kept 
up the business flow 


Circumstances then caused 
another swing of the pendulum. 
The outside sales staff of inspec- 
tors and agents dwindled to very 
smal! proportions, and branch 
offices in many of the smaller 
towns were closed down. The 
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This advertisement 
was used by the 
Norwich Union In- 
surance Societies 
in national weekly 
journals during 
1937. Specially de- 
signed to pull direct 
inquiries, the re- 
sults were very 
carefully tabulated. 


When the war 
came advertising your cnie to 
expenditure WG sein full derail 


drastically cut. 


aid of greater advertising was 
called in again and in some small 
measure it did help to keep up 


the flow of new business. News- 
print was scarce, and so while 
our spaces were small—4 in. 
singles mostly—they could hold 
their own when no one was 
allowed anything very much 
larger. 


Policy changed 

completely in 1951 

When the war ended the ad- 
vertising allowance was again in- 
creased, first to £10,000 and later 


to £15,000 but even so it barely 
kept pace with the rise in space 


rates. The actual amount of 
bookings therefore remained 
roughly constant, Moreover, 


whilst 85 per cent of the allow- 
ance was spent in press advertis- 
ing, the balance was needed for 
such purposes as the provision of 
display material for agents, stands 
at a few exhibitions and agricul- 
tural shows and for general pub- 
lic relations work, 

Two years ago the entire ad- 
vertising policy was completely 
altered. Whereas up to 1951 the 
whole object had been to attract 
direct inquiries, from then on- 
wards it was decided to make the 
experiment of concentrating the 
bulk of the allowance on large 
spaces in the “glossies” with the 
added attraction of full colour. 


Suitable illustrations 
were ready to hand 


It is from readers of such media 
that the Norwich Union draws a 
good deal of its business and 
under the prevailing conditions it 
was deemed wise to try to reach 
that market through periodicals 
like Punch, Illustrated London 
News, Sphere, Country Life, The 
Field and Courier. Later, Jdeal 
Home, Homes & Gardens, House 
& Garden and a few others, in- 


Your Child’s 
Future 
depends on 
you! 
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cluding two in Scotland, were 
added. 

Suitable illustrations were al- 
ready to hand, for being myself 
a keen photographer I had hun- 
dreds of Kodachrome colour 
slides of scenes in Norwich, a 
most photogenic city which we 
decided to make the theme of the 
whole campaign. In each case 
the caption used was “A fine 
city, Norwich” since it was felt 
that if this slogan could be im- 
pressed on the minds of readers, 
the Norwich Union’s own name 
was automatically at least half- 
way to being registered. More- 
over, no other insurance com- 


pany, with the possible exception | 


of the Yorkshire, could utilise a 
similar approach. 


Advertisements have 

been highly successful 

It was appreciated that such a 
series was not breaking entirely 
new ground, as it was on similar 
lines to Bass and Worthington’s 
delightful “This England” photo- 
graphs and Standard Motors’ 
colour pages to illustrate “All 
that’s best in Britain.” But it was 
certainly new for a conservative 
British insurance company to run 
to whole pages in full colour, and 


ADVERTISER'S WEEKLY 


probably no other single city had , 


ever previously been made the 

subject for such a series. 
Comments from our field staff 

and information gathered from 


sources Of new business leave us | 


in no doubt that the advertise- 
ments have been a great success. 
The scheme has been favourably 
commented upon in the insurance 
and advertising trade papers. A 
further important consideration is 
that it has met with the warm 
approval of the Norwich Union's 
directors. In his speech at the 
recent annual general meeting the 
president, Sir Robert Bignold, 


said he wished “to pay tribute to | 


those responsible for keeping the 


The organizers of * |i~ 1953 North East Coast Ideal 
Home, Trade «4 Industries Exhibition” 


Siw sored by the 


NEWCASTLE JOURNAL 


and 


EVENING; CHRONICLE 


Announce their 
PROGK AMME FOR 1954 


Agents and National !louses looking for an ideal adver- 
tising venue should apply for prospectus for any of the 
following Exhibitions 


CARDIFF IDEAL HOME 
NEW PAVILION 
Feb. 13th—Feb. 27th, 1954 


a 
SHEFFIELD IDEAL HOME & INDUSTRIES 
DRILL HALL, EDMUND ROAD 
April, 1954 
7 


CITY OF YORK IDEAL HOME 
CASTLE FIELDS 
June 26th—July 10th, 1954 
e 


NORTH EAST COAST IDEAL HOME, 


TRADES & INDUSTRIES 
TOWN MOOR, NEWCASTLE 
August, 1954 
tod 


WIMBLEDON IDEAL HOME 
TOWN HALL 
Sept. 22nd—Oct. 2nd 
a 


PORTSMOUTH IDEAL HOME & TRADES 
CONNA' GHT DRILL HALL 
Nov. 3rd—Nov. 13th 
e 


Lew Barceiay Exhibitions Lid. 
Please apply to: 


39, Rodney R. ', Cheltenham, Gloucestershire 
» Cheltenham 3072 
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London Office—143 FLEET STREET, Phone: Central 9179 


-Consistent High Quality with- 
rn SPEEDY RELIABLE SERVICE 


r “ Muitilith’’ and Rotaprint Users 
sos a kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- E 
BILITY—which is the kind of service that Strand 


Litho has been consistent!y giving since 1936. At 
Strand Litho every department is planned to handle TERM I N U 5 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure quick, 2691 /4 


friendly, personal attention to every detail . 
phone Strand Litho. 


THE STRAND LITHOGRAPHIC Cco.LT 


LONDON 


Highly technical, and highly 
effective in selling technicalities 


THE TEXTILE QUARTERLY 


Contains only original, exclusive, 
practical articles. No puffs, no padding. 
Genuinely, one of the best textile 
technical journals in the world. If you 
are making up a schedule for anyone 
selling to the textile industry, get a 


mercimen copy and tacts ou the | vor svy D4, AAQ 


Quarterly. 


Ulster’s leading farming publication 
The 


“FARMERS? JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ABC. figures 
Jan. - June 1953 


OF CIRCULATIONS 


Belfast Office : 
H.R. CARTER PUBLICATIONS LTD. | 18 Donegall Square, East. Tel. Belfast 24397 
2 Marcus Ward Street, Belfast London Office 


69 Fleet Street, E.C.4. Tel. Central 5453 
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societies’ name in front of the 
public by such first class advertis- 
ing.” 

Further confirmation of the fact 
that the advertisements are seen 
and read is provided by the 
stream of requests for reprints 
which reach us by every post from 
all over this country and from 
abroad. 

Excellent work 

by process engravers 

The main difficulty encoun- 
tered, apart from the high cost, is 
the many variations in page size 
and shape scarcely any two 
periodicals on the media list hav- 
ing exactly the same dimensions. 

In addition, no two firms of 
process engravers seem to pro- 
duce anything like the identical 
effect when they make four-colour 
half-tones from the same trans- 
parency. Even when twe sets, pos- 
sibly in slightly different sizes, are 
produced by the same _ block- 
maker, there is invariaby a dis- 
tinct variation in the finished 
prints, Nevertheless, the Norwich 
Union feel that some process 
engravers do a remarkably good 
job when it is borne in mind that 
all they have to work from is a 
transparency measuring about 1 in. 
x 14 in. from which to produce 
half-tones 50 times this area. 

As a by-product of the adver- 
tisements the Norwich Union 
have also issued a delightful 
calendar which, since it was pro- 
duced from  four-colour _half- 
tones already in our possession, 


Bu ying 


a a ? 


EFORE buying a house send (+ 

details of the Norwich Union 
assistance scheme, Incorporating 
full protection in the event o 
death (Minimum Loan £500) 


orn Uo, 


1418 Surrey Street, Norwich, Mertole 
fA Send decals of House Purchase icheme tomo 
m™ ) 
Address 


arn 


This was a war time (1944) 

Norwich Union announcement 

placed in the “Radio Times.” Al- 

though small, such advertisements 
held their own. 

was quite an economical proposi- 

tion. 

It should not be imagined that 
the newspaper press has been 
entirely omitted from _ the 
schedule, There are certain occa- 
sions, such as the opening of a 
new branch office, where concen- 
trated and localised impact is still 
desirable, but for general prestige 
purposes the whole pages in full 
colour are clearly doing a good 
job amongst the right type of 
reader. 


® AMERICAN MARKET SPECIAL 


(continued from page 468) 


also been achieved with concen- 
trated lemon juice, The main 
source of this product (which has 
been but four years on the mar- 
ket) is California. In 1950 sales 
were 750,000 gallons moving to 
two million gallons a year later 
and doubling that figure in 1952. 


The appeal to parents is strong 
in this photograph issued by the 
| Dudley, Anderson & Yutzy ad- 

vertising agency in New York on 
| behalf of the Florida citrus 
industry. 


This year the expectation is that 
the public will take 6°5 million 
gallons, 

To enlarge the market for 
lemon juice, industry-wide pro- 
motion through the Lemon Pro- 
ducts Advisory Board has lately 
been stressing the ease with 
which frozen lemonade can be 
made and emphasising the “sunny 
California” origin of the lemon 
concentrate used in it. The Los 
Angeles office of McCann- 
Erickson Inc. has placed support- 
ing ads. in national magazines, 
trade papers, and the comic sec- 
tions of 64 metropolitan news- 
papers. As an industry promo- 
tion the campaign has benefited 
all brands, 


Vigorous use of 

dispensing machines 

Further enlargement of the 
citrus juice market is planned by 
the Florida Citrus Mutual organi- 
sation through the supply of 
automatic coin operated dis- 
pensers for factories and other 
industrial locations. 

According to an official who 
lately returned from a trip to 
northern industrial areas, be- 
tween 7,000 and 8.000 such 
machines will be installed during 
the next two years. These 
machines should sell on average 
well over 100 drinks a day. 
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@ continued from page 438 


Cudlipp’s history 
of the *Muror’ 


Army system and discipline would 
be attacked. The unity between 
the Conservative and Labour 
Parties would be gnawed at. The 
attempt would be made persis- 
tently to represent the Govern- 
ment as feeble, unworthy and in- 
competent, and to. spread a 
general sense of distrust in the 
whole system. Thus, large num- 
bers of readers would be brought 
into a state of despondency and 
resentment, of bitterness and 


PHOTOPRINT 


COMPANY. 
| 


SMALL or LARGE | 


quantities of 
COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15” x 12” 


PHOTOGRAPHIC SHOWCARDS | 


and 


REPRESENTATIVES ALBUMS _ 


CROYDON - SURREY 
Tel. CROYDON 4616 


CHANGE OF ADDRESS 


as and from 


13 CHEPSTOW mney 
| 
| 
| 

4th SEPTEMBER, 1953 | 


The London Offices of 


BERROW’S 
NEWSPAPERS LTD 


and 


PRESS ALLIANCES LTD. 


will be at 


64 FLEET STREET, E.C.4 
TEL: CEN. 7955 


| 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for | 
each day fitted to your trade announcement, | 
will ensure a full twelve months free | 
exhibit in the best positions. You or your | 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS | 
WOOD STREET, LIVERPOOL 


: 


G. F. KRUSE 
LTD. 


PaDO NCTOM CMS? | 


37 SPRING STREET w. 2. 


scorn, which at the proper 
moment, when perhaps some 
disaster had occurred or pro- 
longed tribulations had wearied 
the national spirit, could be sud- 
denly switched over into naked 
defeatism, and a demand for a 
negotiated peace. 

“Il daresay you will be  sur- 
prised when I tell you that as a 
regular reader, 1 feel that this 
description very accurately fits 
the attitude of your two news- 
papers. | am sure this is not your 
intention, nor the intention of the 
able writers you employ. It is, 
none the less, in my judgment, 
the result. It amounts to the 
same thing, even though the in- 
tention may be the opposite. It 
has given me much pain to see 
that newspapers with whom | 
have had such friendly relations, 
and from which I have received 
in the past valuable support, 
should pursue such a line. It is 
because of our past relations that 
I write thus plainly.” 

Cecil King replied: “I can only 
express my gratitude that at such 
a crisis as this you should find the 
time to express so fully and so 
frankly your view on the policies 
of these two papers. If you 
could spare the time to see me I 
am sure I could convince you 
that no organisation has more at 
heart the prosecution of this war 
to fina! victory, nor more loyalty 
to you personally as their leader 
in this struggle... .” 


Past and future 


Following their interview, Mr. 
King wrote with equal frankness: 
“Loyalty to England means not 
only loyalty to the past and the 
present but to the future. This 
war is to you the crowning of 
a lifetime of public service; to 
us, who are much younger, it is 
the first step towards a new and 
better England in which we shall 
pay our way and not live, as we 
did in the years 1919-1939, on the 
accumulated wealth and prestige 
of our forefathers... . 

“The staff here do not always 
see clearly what I am driving at. 
Mistakes occur; but behind every- 
thing printed jin these two papers 
is the’ conviction I have just de- 
scribed expressed in terms of the 
tabloid newspaper itself a 
raw, crude medium but very 
typical of its day.” 

For the rest, Mr. Cudlipp tells 
what is, in truth, the astonishing 
story of the Daily Mirror, with a 
flair typical of Mirror reporting. 
Here are all the facts and the 
flippancies presented with clarity 
and pertness. The book is full 
of the secrets of Fleet Street yet, 
despite the candour and vigour 


of his writing, Mr. Cudlipp 
manages to keep some of the 
most intriguing of them | still 


secret, 


ADVERTISER'S WEEKLY 


Mr SPACE -BUYER... 


... your industrial 


clients should be 


interested 


in 


The Journal of Management 


in Industry 


Many of Industry’s top planning 
experts base their decisions on 
data supplied by BUSINESS and 
its new, exclusive, economic sur- 
vey PROSPECT. Of the 12,800 
monthly copies of BUSINESS 
(A.B.C. certified) no less than 
88°, are read by top-manage- 
ment executives, responsible for 
buying, selling and financing 
campaigns. The announcements 
of your Industrial clients in 
BUSINESS will be read by these 
important officials just at the 
right moment when plans are 
being laid, when campaigns are 
taking shape. 

Put BUSINESS on the schedule 
of your Industrial clients. 


Send for a 
copy of 
“ BUSINESS” and 


its exclusive 


survey “PROSPECT ” 


Phone: CHAncery 


180 FLEET STREET, E.CA 


8844 
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HE COMPLAINED 
TO ROYALTY 


@LASSICAL example of the born 
salesman’s flair for seizing a unique 
opportunity was provided as far 
back as 1926 by N. W. R. Mawle, 
managing 

director, 

British Type 

writers Lid., 

the new 

national chair- 

man of the 

I n corporated 

Sales Mana- 

gers’ Associa- 

tion. It was 

at the B.LF.§ 

at the White § 

City that Mr 

Mawle told 

His Majesty 

King George 

V that British Government de- 
partments all used foreign  type- 
writers and that all the machines 
used by the Government at the Fair 
came from abroad. 

His Majesty said that he would 
see to the matter personally, and 
the President of the Board of Trade 
(Sir Philip Cunliffe Lister), who was 
accompanying him, promised to 
look into the matter. Since then, 
only British-made typewriters have 
been used in Government depart- 
ments, 


Mr. Mawle has done fine work 
for LS.M.A. A member in 1930 
he has been in office since 1933 
cither as council member or 
national vice-chairman. He _ was 
founder and first chairman of the 
Leicester branch and, later, chair- 
man of the Birmingham branch. He 
believes that 1.S8.M.A. has a great 
opportunity to sell sales manage- 
ment to industry more effectively 
than hitherto, 


Pen and brush 


EN HIS book Publish and Be 
Damned, the story of the Daily 
Mirror, reviewed elsewhere in this 
issue, Hugh Cadlipp reveals that 
“Cassandra” (William Neil Con- 
nor) was for a while a copy writer 
with the J. Walter Thompson Co. 

Mr. Cudlipp adds: 

“I give this plum to Cassandra's 
critics for what it is worth: the 
last’ advertising campaign upon 
which he was engaged was in the 
commercial interests of the pro- 
ducers of ‘Harpic.”. You may recall 
the horrified accusing eyes which 
‘would judge the hostess in the only 
room where she could not be 
present.” The immortal, purchase- 
compelling prose which appeared 
under the eyes, pointing out among 
other things that ‘the old-fashioned 
brush-work is out of date,’ came 
from the pen of William Neil 
Connor.” 


THE 
SCOTSMAN 


aaa in THE 


SCOTSMAN influences the 


considerable purchasing power of 


Scottish industrial, agricultural 


and family markets. 


SCOTLAND’S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


NIUE SUL LU CU LC 


Hessania 


Ne offence. Sur 
(Ferd. but I'd 
rather shake hands 
ath yor daughter 


“There is no more valuable attribute 
in a P.R.O. than Tact — especially 
in his relations with his employer.” 


AMUSING game is to cut out 
from a paper 4 picture, together 
with a caption that adjoins it but 
does not apply to it. One such that 
I once preserved was a picture of a 
luscious and scantily-clad blonde, 
apparently captioned: “Sir Malcolm 
Campbell's triumph viewed from 
the air”! 

I am reminded of this by a 
brochure, Second Principles of Pub- 
lic Relations, by Alan Hess, P.R.O., 
Austin Motor Company. Mr. Hess’s 
technique is simpler. To a succes- 
sion of old-fashioned prints he pro- 
vides straight-faced and totally in- 
appropriate captions about the 
qualities of the ideal P.R.O. Those 
who saw Mr. Hess’s First Principles 
a year ago will know that they are 
in for a good chuckle. 

* * * 


WHERE is the best place to learn 
psychology—in the lecture room or 
in the field? In the case of John W. 
Tate, it was the battlefield. He con- 
siders he learned most of his 
psychology while serving as a pri- 
vate in World War I. To-day he is 
managing director of Arks Ltd., 
one of Dublin’s biggest agencies. 
Mr. Tate may have learned his 
psychology in an unorthodox way, 
but he followed this up with a cor- 
responde nce 
course on ad- 
vertising while 
still in the 
Army. De- 
mobilised the 
was appren- 
ticed to an 
advertising 
consultant, 
and later 
joined Mc- 
Connell’s Ad- 
vertising Ser- 
vice in Dub- 
lin, Seven 
years later he 
moved to Lynch's Advertising Ser- 
vice, and in 1930 became associated 
with C. O. Stanley in the formation 
of Arks Ltd., in Dublin. The agen ty 
grew rapidly. One of its early 
accounts was the Irish Hospitals 
Sweepstakes, which Arks handled 
until the war. 
_ Since sponsored programmes were 
introduced to Radio Eireann Mr. 
Tate has not merely created for 
clients but has taken part in a radio 
discussion on sponsored entertain- 
ment. His interest in this subject is 
Shared by his son, Alan, who is also 
in Arks, Mr. Tate paints and plays 
golf. 


SEPTEMBER 10, 1953 


MASTER OF THE 
COACH MAKERS!} 


MEMBER of the Worshipful 
Company of Coach Makers and 
Coach Harness Makers since 1931, 
and its Senior Warden last year, 
Roland E. Dangerfield has now been 
elected Master. The association 
with coach making comes, of 
course, from the fact that as chair- 
man and managing director of 
Temple Press (as well as a director 
of Newnes), Mr. Dangerfield pub- 
lishes a number of journals asso- 
ciated with the motor car, motor 
t, and aeroplane industries, for 
which the coach makers are the 
appropriate livery company. 


His biggest job 


MEIDDLE East survey, of some 
eight thousand miles, for the 
B.O.A.C. subsidiary, Aden Airways, 
is perhaps the biggest job which 
S. C. Hillsdon 
has performed 
for Marketing 
Consultants 
Ltd., which he 
joined about 
four years 
ago and of 
which he is 
now general 
manager. His 
previous e¢x- 
perience was 
with Lord & 
Thomas, and 
subsequen tl y 
with Masius 
& Fergusson, before the war as pro- 
duction manager, and after it as 
account executive, working chiefly 
on the H.M.V. account. 

- * * 
FLAIR that one expects from an 
advertising man has gone to the 
production of the by-election ad- 

dress issued 
by Anthony 
Gorman, Not- 
tingham ad- 
vertising and 
display 
specialist. Mr. 
Gorman, who 
is Conserva- 
tive candidate 
in the Brox- 
towe by-lec- 
tion, has 
published his 
address, and 
portrait, on 
the front 
of a four-page Broxtowe Election 
News, which also gives details of 
his career in the Navy, in business, 
in politics, and in sport, in all of 
which he has acquitted himself 
notably. The double-spread shows 
him interviewing local people. 


Contact 
WEEKS WISECRACK 


“~w 


“You may be 
incensed about sponsored 
TV, Carruthers, but my 
advice is wait and see.” 


awfully 
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jounger 


film advertising rates 


Over 1,000 CINEMAS TO CHOOSE FROM 


(One third of all the independent cinemas in the country) 


5,000,000 ACTUAL VIEWERS WEEKLY 
Average filmlet schedule costs only 


2/3d PER 1000 ACTUAL VIEWERS 


CONSECUTIVE OR ALTERNATE WEEKS 


Full colour « Black and white e Black and white with colour 


Full details fom: DANIEL F. WARNOCK + DIRECTOR OF NATIONAL SALES 


Younger Budget 


YOUNGER PUBLICITY SERVICE LIMITED 


| Films : Filmlets 


28 ALBEMARLE S' LONDON WI. HYD 6593 
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‘Clubman’ will 
accept ads. 


Reginald Harris Publications Ltd. 
are taking over the advertisement 
representation of Clubman, the 2s. 
monthly. Launched over three years 
ago this publication has never before 
carried advertisements. Published 
by Bayard Productions Ltd. ut has 
now reached a circulation of over 
75,000, The first issue to carry ads. 
will appear in January. Certified 
circulation figures will be published 
early in the new year. The rate will 
be £100 per page. Colour will be 
accepted. 


* * ” 


The Financial Times on Monday 
carried a 32-page survey of British 
Air Transport. 

* * * 

From its own stand at the 
National Radio Show, Earls Court, 
Electrical & Radio Trading is issu- 
ing special free Radio Show price 
lists. 

” * * 


September 12 issue” of — the 
National Newsagent Bookseller 
Stationer will be a record number, 
comprising 144 pages. It will in 
clude an 80-page children’s book 
guide, 

* 7 

Highways and Bridges and i ngin- 
eering Works this week publishes its 
1,000th issue, 

* * * 

A new boys’ monthly magazine 
for the 12-18 age group will appear 
on October 10. Entitled Stedfast 


Publications News and Notes 


478 


Magazine, it will cater for the 
90,000 members of the Boys’ 
Brigade. Selling price 6d.; page rate 
is £30, and Aldridge Press Ltd. are 
advertisement representatives. 

. * * 

Ihe Shoe and Leather Record this 
week carricd a double page spread 
3-D advertisement by the Leather 
Institute for National Leather Week 
which is being theld from Septem- 
ber 21--29, 

* * * 

The A and B system of classi- 
fied advertisements has been stopped 
by the Western Gazette and by the 
Walthamstow, Leyton & Chingford 
Guardian. 

* & 

The special September annual 
machinery issue of the Manufactur- 
ing Clothier is the largest ever pro- 
duced in the journal's history. It 
contains 108 pages, including 68 
pages of advertisements. 

* * * 

Irish Cinema Spotlight, 4 monthly 
film fan magazine (6d.), has been 
launched by Fleet Publications, 
Dublin. Spotlight is being sold 
through cinemas as well as the nor- 
ma! channels, Fleet Publications 
have also announced another 
monthly, trish Outfitter, for publi- 
cation in October. 

* . x 

A special 40-page section given 
over to a preview of the “Textile 
Recorder” International Textile 
Machinery Exhibition is included in 
the September issue of the Textile 
Recorder. The exhibition, the 
largest of its type in the world, 


by letterpress or lithography, 


by day and by night, 


by planned production. . 


.. FAC. can print it for you, 
quickly and very well 


FOSH & GROSS LTD 


BLOCKMAKERS, BINDERS, MOUNTERS & EMBOSSERS 
For booklets, folders, maps, posters, painting books, 


broadsheets, 


cutouts, 


catalogues, periodicals 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 


Swift answer 

A Sunday newspaper 
recently published a_ letter 
alleging that unclean materials 
were still being used for the 
manufacture of mattresses. 

“Furnishing World,” realis- 
ing that this would probably 
be a cause of embarrassment 
to retail furnishers whose cus- 
tomers might question the 
contents of the bedding 
offered to them, ran a special 
supplement in last week's 
issue. 

This was headed “Bedding 
You Can Trust--And Recom- 
mend,” with a reproduction of 
the kite-mark. 24 bedding 
manufacturers, holders of 
kite-mark licences, took space 
in the issue. 


opens for ten days at Belle Vue, 
Manchester, on October 14. 
* * ¥ 

Fishing News appeared in its new 
and enlarged format last Saturday. 
Readers are given nearly double the 
quantity of editonal; advertisers 
receive greater prominence for their 
display announcements by appear- 
ance next to matter 

* * * 

As from October 17 the Co- 
operative News is changing its page 
format. Column length will be 
13 inches, instead of 15. Width 
and number of columns remain the 
same. 


Trade press daily 


In connection with the ninetieth 
meeting of the British Phamaceuti- 
cal Conference heid in London, with 
many overseas delegates present, 
the Chemist and Druggist brouglit 
out a daily illustrated bulletin for 


conference members. Ihe issues 
were produced on Monday, Tuesday 
and Wednesday evenings. They 


were refolioed and bound in the 
weekly issue which was a “‘square- 
back" containing 146 pages. 
* * ¥ 
Last Eriday’s issue of The 
Engineer contained 156 pages of ad- 
vertising —a_ record 
* + 
Price of the Manchester Guardian 
Weekly wil! be raised from 3d. fo 
4d. as from October 1. 
x # ¥ 


Journals exhibiting at the Engin- 
ecring, Marine & Welding Exhibi- 
tion, include Electrical Industries 
Export. The latter word in the title 
was added recently to indicate the 
main trend of the paper's develop- 
ment. 


* > * 
A new promotion folder for the 
Amalgamated Press magazine, 


Popular Gardening, announces three 
gift numbers (September 26, and 
October 3 and 10), containing extra 
pages and a presentation inset. Rate 
remains at £66 per page and pro 


rata. Audited net sale, January- 
June 1953, is given as 144,300. 
¥ * . 


Amateur Photographer is publish- 
ing a special “Indoor Number” on 
September 16. 

* * * 


Net sale of the Daily Telegraph 
during August was 1,007,488 copies 
daily. Daily Express net sale was 
up 41.882 over August 1952 with 
4,155,110 daily 
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We Hear 


Members of the Institute of 
Public Relations will spend the 
week-end September 26-28 at the 
Ocean Hotel, Brighton, at the 
invitation of Butlin’s. 

* * * 

Greenlys cricket team beat the 
Edgware Road branch of the North 
Thames Gas Board by three wickets 
on Saturday. 

¥ 4 % 

Cheltenham Corporation town 
planning commitice has agreed, in 
principle, to the display of adver- 
lisements inside bus shelters at its 
new Royal Well omnibus station. 

* ¥ ¥ 

A 3-D film is being made for the 

Calico Printers’ Association. 
* . a 


An appeal to retailers for full co- 
operation in affixing trade marked 
labels to finished garments in Harris 
tweed has been issued by the Harris 
Tweed Association. 


Colour TV ‘years off’ 


F. C. McLean, deputy chief en- 
gineer of the B.B.C., told the engin- 
eering section of the British Associa- 
tion that it would be “a matter of 
years” before colour TV is in the 
home. 


* * * 


As part of their sales promotion 
campaign for sausages the Oppen- 
heimmer Casing Co. has introduced a 
new jumor unit of posters and 
recipe leaflets for butchers becaus« 
the original pack of material was 
found to be beyond the requirements 
of small traders. 

* * * 

The Scottish Association of In- 
dustrial Editors staged an exhibition 
of house organs in Edinburgh central 
library this week. 

om ed ’ 

Sanforised Service are to tic up 
their advertising with the new 
M.G.M. technicolor film starring 
Esther Williams, “Dangerous When 

fet.”" 


Publicity pixies 


The Pixie Village, highlight of 
Leamington’s Illuminations, was 
made and installed by Modern Ad- 
verusing (Birmingham) Ltd. i hx 
“toadstool” houses, church and inn 
were made entirely in Perspex, the 
chimneys acting as ventilators. The 
various insects were made in Perspex 
and wood with small electric lamps 
forming the eyes 


* Sf * 


Birds Eye mobile shop is selling 
iced lollies to workers in the Kent 
hopfields. 


* * * 


“The September job is a bob-a 
nob for publicity” is the slogan with 
which the Isle of Wight publicity 
council has launched its 1954 pub- 
hicity campaign. 


* * * 
Edward F. MacSweeney, Dublin 


P.R. consultant, on the invitation of 
the Jesuit Father who edits The 
Irish Monthly, a leading Catholic 
periodical in Ireland, contributed an 
article on public relations in prac- 
tice to the September issue where it 
is used as the lead story 
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ADVERTISER’S WEEKLY 


EVERYONE 


in public 


relations and 


sds | 
advertising | 


should purchase 
and read 


a copy of 


LESSER 
PLEAS 


a novel about 
advertising and 
public relations 
people that is 
ruthless, mature, 
mordacious 
witty, ebullient, 
iconoclastic, 
coruscating, 
uncomfortably 


pertinent, sadistic, 


and eminently 


readable... 


LESSER 
FLEAS © 
by 

> R. H. ELLIS 
10s. 6d. 
published 

by 
HUTCHINSON 


re-styled range of chocolates 


A 3-D colour film was used by 
Cadbury's to introduce a_re- 
styled range of chocolates to their 
sales representatives last Friday. 
It was made by Anglo-Scottish 
Pictures. 

The assortment, Vogue, has 
been repacked and will be mar- 
keted under the name of New 
Vogue. Some of the assortment 
will be covered in milk chocolate 
instead of plain as hitherto. 

Advertising, chiefly colour 
spaces in weekly magazines, will 
be launched as soon as distribu- 
tion is completed. The agents are 
London Press Exchange Ltd. 


Another Dan Dare 


product 

A Dan Dare tooth powder is 
being introduced by F. C. Calvert & 
Co., Lid. Advertising, handled by 
Stowe & Bowden Ltd., will appear 
in Eagle and Girl and the trade 
press, 

All cartons of the tooth powder 
will include picture cards of Eagle 
characters. Any child sending in a 
carton will receive an album free. 

A showcard and display unit is 
being distributed to retailers. 


Creme Puff in the sky 


As a follow up to the heavy 
schedule of press advertising, ban- 
ners for the new Max Factor pro- 
duct Creme Puff were flown over 
London, Manchesicr, Bolton, 
Oldham, Liverpool, Glasgow, 
Leeds, Birmingham, Bradford and 
Wolverhampton on Saturday. 

In addition to the press advertis- 
ing a comprehensive programme of 
window displays, dealer co-opera- 
tive advertisements and store tie- 
ups have been arranged. Crane Pub- 
licity Ltd. are the agents. 


‘ . . 
Clearing the air 
Scientific Publicity Ltd. have been 
appointed to handle the advertising 
for a new device which, it is 
claimed, will virtually eliminate all 
forms of interference in radio recep- 

tion, 

To be marketed by Associated 
British Metal Products Ltd. the 
device will be known as the Klere- 
cep. Advertising will break on Sep- 
tember 25 in national dailies and 
local newspapers in areas known to 
experience bad reception. 

The Klerecep was tested at a 
press reception at the Mayfair 
Hotel on Tuesday in a room in 
which an electric drill, a vacuum 
cleaner, an electric razor and a tele- 
vision set were being operated. 


. 
No connection 

It was announced in’ ADVER- 
TISeR’S WeeKLY on August 20 that 
D. H. Brocklesby Ltd. had taken 
over the advertising of The Plan- 
tool Company, of London, makers 
of gardening implements. To ob- 
viate possible misunderstanding, it 
should be made clear that this firm 
has no connection with Plantools 
Ltd.. Shefficld, whose business 1s 


| similar, and whose agents are Stuart 


Hirst Lid., Leeds. 
@ Continued on opposite page 
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lavender wax polish. 
are being booked in the national! 
and trade press by the agents G. 
Street & Co., Ltd. 


Current Advertising 


3-D) picture told salesmen about 


SEPTEMBER 10, 1953 


Paul Gay Christmas 
sales drive 


Space for a Christmas sales drive 
is being booked for a new name in 
the perfumery world—Paul Gay. It 
is the new name for a range of per- 
fumes formerly known as Zenobia 
and marketed by the perfumery divi- 


sion of Genatosan Ltd. 
The sales drive will include 
half-page advertisement in 


’ 
Ronuk’s latest Daily Express on December 


Ronuk Ltd. are launching a new }eaturing five items from the range 
be headed: “Six sweet- 
smelling gifts for women who love 


Mather & Crowther Ltd. 


Large spaces it will 


luxury.” 
are the agents. 


e AT A GLANCE e 


ACCOUNTS MOVING: 


The Ditchburn Furnishing Group to Howards Press Adver- 
tising Ltd. (Manchester) 
Benjamin Electric Ltd. to Smee’s Advertising Ltd. 


NEW ACCOUNTS: 


Rubber Improvement Ltd. for Rooster Publicity Ltd. (Peter- 
borough) (trade and technical press); West Hunwick Silica and 
Firebrick Co., Ltd., for Redheads Advertising Ltd. (Newcastle 
upon Tyne); Norman Foods Ltd., canned fruit and vegetables, 
for S.C. Peacock Ltd.; Multi-Spring Ltd., makers of mattresses, 
divans, and upholstery, for W. S. Crawford Ltd. 


NEW CAMPAIGNS: 


Handy Andies paper tissues (Gordon & Gotch (Advertising) 
Ltd), half-pages in Woman's Own and Illustrated and full 
pages in Chemist and Druggist; Philips electric lamps (Erwin 
Wasey & Co., Ltd.), London underground posters, 16-sheet 
posters and electrical photographic and farming journals; 
Batger’s confectionery (Lambe & Robinson Ltd.), national 
dailies, women’s magazines and children’s papers; Dunhill De- 
Nicotea cigarette holder (Dorland Advertising Ltd.), national 
and provincial press and class magazines; Serocalcin, tablets for 
colds (Marketing Consultants Ltd.), national daily and Sunday 
newspapers, provincials, London evenings and trade press; 
Dispel wick vase (Paul E. Derrick Advertising Ltd.), large 
spaces in national dailies and trade press; Vulfix shaving brushes 
(F. John Roe Ltd.), national and provincial newspapers, Punch 
and trade press: Crompton Buzz-Away lamps (S. H. Benson 
Ltd.), trade press: Morning Foods Ltd. (S. C. Peacock Ltd.), 
local newspapers in Merseyside and the North-West; Philco 
radio and television (T. B. Browne Ltd.), national and pro- 
vincial newspapers: Ronuk lavender wax polish (G. Street & 
Co., Ltd.), national and trade press; Brand’s pastes (the J. 
Walter Thompson Co., Ltd.), national dailies, London evenings, 
women’s magazines, Radio Times, provincials and the trade 
press; Dan Dare tooth powder, made by F. C. Calvert Ltd. 
(Stowe & Bowden Ltd.), Eagle, Girl and trade press; Dove 
floor and furniture polish, made by English Waxes Ltd. 
(Gordon & Gotch (Advertising) Ltd.), Radio Times and trade 
press; Sunny Spread honey (C. Vernon & Sons Ltd.), illustrated 
weekly and women’s magazines, trade press; Bird’s baking 
powder and golden raising powder (Young & Rubicam Ltd.), 
Woman, Woman's Own, Woman's Weekly and trade press; 
Natural No. 1 peas, produced by Willer & Riley (1910) Ltd. 
(F. John Roe Ltd.). women’s weekly and home magazines, 
trade press; Meridian (S. H. Benson Ltd.), national and pro- 
vincial newspapers and trade press; Maldano’s Damson Cream 
(Everetts Advertising Ltd.), national daily and Sunday news- 
papers, provincials and week-end newspapers; Bourn-Vita 
(London Press Exchange Ltd.), national daily and Sunday news- 
papers; Lyle’s golden syrup (Smith’s Advertising Agency Ltd.), 
national daily and Sunday newspapers; Paul Gay perfumes 
(Mather & Crowther Ltd.), nationals and trade press; Baracuta 
rainwear (W. H. Emmett & Co., Ltd.), national daily news- 
papers, weekly periodicals and trade press; Burberrys Ltd. 
(Stephens Advertising Service Ltd.), London evenings, Man- 
chester Guardian and The Scotsman. 

Kellogg’s Rice Krispies (the J. Walter Thompson Co., Ltd.), 
large spaces in national and provincial newspapers; Seven Seas 
cod liver oil (W. S. Crawford Ltd.), national dailies, provincial 
morning and evening newspapers; Slumberland mattresses 
(London Press Exchange Ltd.), large spaces in Daily Mirror, 
Daily Express, Daily Mail, Radio Times and trade press. 
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Painting contest 


. - 
for children 

New advertising for Seven Seas 
cod liver oil to be launched in 
November will announce a children’s 
painting competition in which the 
first prize will be a holiday voucher 
worth £50. Other prizes will include 
bicycles, wrist watches and 200 
National Savings certificates. 

Ihe campaign will use national 
dailies and provincial morning and 
evening newspapers. W. S. Craw- 
ford Ltd. are the agents. 


Experts in cookery 


booked 


Famous cookery experts are to 
be featured in new advertising for 
Brand's pastes being launched this 
month. They will include Jane 
Beaton, Ambrose Heath, Bee Nilson 
and Frances Dale. 

Large spaces are being booked in 
nauional dailies, London evenings, 
women’s magazines, the Radio Times 
and an extensive list of provincial 
newspapers as well as the trade 
press. The J. Walter Thompson 
Co., Ltd., are the agents. 


Dispel’s new look 

New development in the deodor- 
ising field will be the introduction 
by Advance Industries Ltd. of a 
new Dispel wick vase. It is con- 
sidered to be more attractive in 
appearance than the original Dispel 


bottle 

Selling at 2s. 9d. a heavy con- 
sumer campaign will start soon 
using large spaces, including 13 in. 
across five column positions in 
national daily newspapers. Full 
pages in the trade press are now 
breaking. The account is handled 
by Paul E. Derrick Advertising Ltd. 


Oats on the Mersey 
Morning Foods Ltd. are launch- 
ing a regional campaign in Mersey- 
side and the north-west for their 
Mosnflake breakfast oats. Large 
spaces have been booked in local 
newspapers and there is a coupon 
distribution scheme with coupons 
being distributed house to house by 
Circular Distributors Lid. S. C. 
Peacock Ltd. are the agents. 


ope 
Philips new poster 

Philips Electrical Ltd. are con- 
tinuing their poster campaign for 
Philips lamps in the London Under- 
ground this autumn and winter. In 
the provinces an extensive 16-sheet 
outdoor poster campaign is being 
arranged. 

Other publicity material — in- 
cludes counter displays for Photo- 
flux flash-bulbs and showcards for 
Philips darkroom and internal re- 
flector photoflood lamps. New pub- 
licity material for infra-red lamps 
used for animal and poultry rearing 
is being prepared. Press advertising 
will continue in electrical and photo- 
graphic journals, and in farming 
journals for infra-red lamps. Erwin 
Wasey & Co., Ltd., are the agents. 


Mirror in the box 


Pond’s are to market their Angel 


Face make-up product in a new 
case with a mirror in the lid of 
the box The introduction was 


originally planned. a year ago but 
owing to production difficulties the 
launching had to be delayed. 

Advertising starts this month 
using the normal Pond’s schedule 
of full colour spaces in women's 
journals. The J. Walter Thompson 
Co., Ltd. are the agents. 


MORE’ CURRENT ADVERTISING 


A 3-D 
the new Osram sien which has been 
installed by Claudgen on the Hay- 
market-C oventry Street corner, W.1 


look has been achieved in 


The larze bulb is concave and is 
mounted behind a panel holding the 
smaller lamps. 


The Bilston ‘Knight’ 


A national campaign for the Bil- 
ston “Knight” continuous burning 
fire starts this weck in the Radio 
Times and national daily newspapers. 
October issues of selected monthly 
magazines will also be used. Agents: 
Everetts Advertising Ltd. Trade 
press advertising is being placed by 
Edward Hilton Advertising Ltd., 
Birmingham. 


Legal and 


Gazette 
NEW COMPANIES 


Charies Wiseman Ltd., 11) Ludgate 
Square. E.C.4. To carry on business of 
adver.ising agents Nominal capital: 
£1,000. Directors: C Wiseman, A. G, 


Wiseman and A. S 
Columbia General Advertising 
40 George Street. Richmond, 
Nominal capital: £3,160 
Gleck and Jean Scott 
Central Display Company Ltd, ELxhibi- 


Hitchings 

Ltd., 
Surrey 
Subscribers: H 


tors. exhibition contractors and stand 
builders. Nominal capital: £100. Direc- 
tors: K. H. Chapman. Subscribers: G 
Plumtree and P. R. Hajok 

Screen Craft Ltd., Warlters Mews, 
Warlters Road, N.7. Commercial artists, 
designers and illustrators, display writers 
advertising sign makers. Nominal capital: 
£100. Subscribers: Mrs, M. M. Durman 
and Joan bk. Shaw 


Intrans Ltd. Translators of languages, 
advertising contraciorms and agents. Nomi- 
nal capital: £100. Directors: H. Minton 
and Violet Minton 

(The above-mentioned particulars § of 
new companies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sons ttd.. Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2) 


WILLS 


Nort Lamnarer Gooner, of 25 River- 
mead Court, Hurlingham, S W.6, a for- 
mor managing director of Mc-Cann-Erick 
wr fier ising Ltd, left £2,400, gross 
#2 282 7s. 3d. net 

Feank Eenest Sewett, of 6 Church 
Drive West Wickham. Kent, general 
manager General Advertising Co. of 


London Lid, 
’d 


left £5,912 Os. 9d. gross, 
£4007 &« net 


Georct Witttam Wenaster of 3 
Mount Royd Manningham, Bradford 
director of advertising at the Bradford 
offee of Thomas Skinner & Co. Ltd... 
publishers of Wool Record and Textile 
World. \eft £6,024 7s. 2d. gross, £5,846 


7s. net 


Change of address 


D. J. Mackridge Advertiving Service to 
Waldorf Chambers, 11 Aldwych, W C.2 


Australian Truth and Sydney Daily 
Mirror to Kevstone House, Red Lion 
Court, Feet Street, London, E.C 4 (as 
from Sa‘urday) 

HH Richard Simmons Ltd., %0/31 
Kr'shtrider Street, London. EC 4. New 
telephone numbers: Central 0681-22-34 


ADVERTISER'S WEEKLY 


HUNDREDS OF STORES 
AND SHOPS 
ARE CO-OPERATING IN 

MAKING A SUCCESS 
OF 
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: CLASSIFIED ADVERTISEMENTS | EXCIIINRZE00" 


KATES: APPOINTMENTS VACANT, 4s. 6d. per fine, 405. per d splay panel inch. 
ACCOUNT EXECUTIVE AVPOINTMENTS WANTED, 3s. per line, 3%s. per display panel inch. AM o her 
classifications, 4s. per line, 45s. per display panc! inch. Minimum, 3 lines. Box No. 


required 


* 
for industrial penetratio o laundry charge, one line plus 94. covering postage, etc. Series rates om application: all | McCann-Erickson 
and dry cleaning trades. To take over advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's | 
4 some existing accounts and to follow up Weekly.” 180 Fleet Street, London, E.C.4. CHAncery 844 (Ex. 25). ADVERTISING LTD. 
= successful marling campargr already , . | 
= launched. Apply | invites lications from 
SALES PROMOTION LTD., APPOINTMENTS VACANT app. 


243, Elgin Avenue, Maida Vale, W9 


Situations Vacant: ‘“‘The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment Experienced 
x COMMERCIAL ARTIST requrd Sul Agency if the applicant is a man aged 14-64 inclusive or a woman aged 18-59 inchusive 
% life and figure work, Write iting ane unless be or she, or the employment, is excepted from the provisions of the Account 
= % experience and present bd m 83 Notification of Vacancies Order 1952." 
P Hallons Advertising Service id., I 
’. ley Road. Walthamstow, E17 Executives 
Se We 
ki - LFADING BIRMINGHAM PROCESS 
Eh HOUSE requires inside contact man 
foe an | COPY-IDEAS MAN WANTED 
Write in strict nfiiden gving full Applicants must have experience in 
particulars of experience’ and salary He must be a fountain of original ideas for whole schemes and the automotive or petroleum fields, 
x soauteee, Weekly 180 Fleet St ECS for single advertisements; he will be expected to work very but gy ra handle accounts of @ 
im “7 ‘ v | 2 general nature. 
ASSISTANT for Publicity Department i closely with the studio in order that his ideas can be put into The successful applicants will work 
onda of Manufacturer f ” 
te pina BE et gp Re visual form; and he must be able to translate his ideas into under the direct supervision of a 
ve in the preparation of technical litera brilliant, well-tailored selling copy. Group Head, but will be given the 
ture, sales leaflets, booklets and display greatest possible freedom of opera- 
ee ' is ioe = Men only for this job. Minimum 4 years Agency experience. tion. The Account Executive must be 
rite giving il clalis « ca ‘d 
experienc und salary required to : _ capable of discussing and planning 
enperience and salary re ee. Full details please of age, experience and salary—but NO Gli canes of on edeemiaien eombaien. 
: specimens. Address your letter to the Creative Director. This is an important appointment, 


and only those men who feel that 


S. C. PEACOCK LTD. their experience fits into the above 

Ss Cc yu a oO 
W. H. Gollings | | = mavpox House, 215-221 REGENT STREET, LONDON, W.I General Manager. : 
AND ASSOCIATES LIMITED | | 


YOUNG LADY ARTIST required in ASSISTANT TO PUBLICITY MANA- McCANN-ERICKSON ADVERTISING LTD. 
Packaged Design studio, experience GER required by leading chemical 
want another essential Usder 30 years of age five mi. nufacturers Preference will be Brettenham House, 
day week, hours 9 am-S pm. Canteen | given t& applicant with experience in 
on premises. Apply by letter, giving | cory-writing of technical literature and Lancaster Place, W.C.2. 
good all-rounder full particulars, including salary re with knowledge of German. Please 


quired, to Cashier, Mono Containers uply, with full details of educational 


| 
, Limited. Cumberland Avenue, Park | bickground, age and experience to 
who is a first class Royal. London, N.W.10 | Box 5481 Ad, Weekly 180 Flect StECs | “——— 
LAPY PRODUCTION ASSISTANT rc. | Sn Se aa 
creative man. | “quired by ‘expanding London Agency | ment organisation. Good. telephone 
Bi | See Rec tees || GARE OREN OMS Seo ss Snwal aat ole ees 
‘ a J A 2 “ office. § 
td e | gud Wyoing _ abiiity ement al ‘ne ORGANISATION corenting te gaperionse and ability. 
WRITE (DON'T CALL) ae requires an Box Ssf2/Ad_ Weekly 180 Fleet St BCA 
- LAYOUT ARTIST/VISUALISER _ re GCOD OPPORTUNITY. Young 5 
} ° produc- 
ulre Mancheste An ' , r 
3 STATING YOUR The Situation offers umimted “wcope | | ASSISTANT ADVERTISING | | tien, man, required. © Knowledge | of 
ra to man with real creative ideas. Write, London’ office. Write stating cx i- 
ae CLAIM TO THE JOB. —— pee of experience and MANAGER — and salary required t : Ae 
4 Box S301 Ad. Weekly 180 Fleet St BC4 aciieleas tiie a s i S45 Ad” Weekly 180 Fleet St BCS 
andidates shou e im their 
~ 21 Hertford Street ADVERTISING MANAGER twenties, preferably single. and 
b London, Ww.I of a West End Retail Firm requires possess at feast three years’ 


° 
tne assistance of a young man to advertising experience Ability First Class 
undertake the preparation and pro- to execute finished art work and 


duction of Catalogues ¢:c. and other 


VACANCIES for mal rtists. high departmental duties. Previous experi- initiate ideas a distinct advantage. 
no “ od - ‘ till ‘if rod “tet ence ewential Write, giving par- The appointment offers plenty of COPYWRITER 
age c ye ric « ’ 
tering. Ideal studio H. & A Dix Ltd teulars and salary required to scope for a live advertising man 


Box 5508 
4 ‘ ”) St 1. we 
2 nS a et aot a Advertiser's Weekly 180 Fleet st EC4 and carries an initial salary of £650 
EVERETIS are looking for two or three 


- per annum Applicants should R ° ¢ 
% g00d young layout men with about 
ee 4 years’ soungy agency experience to VACANCY FOR ASSISTANT in Pro- state full details of appointments equir 
ns work on a number of interesting ac duction Department of London Pub- held and present salary. Write 
, counts Please write to the Studio lishing House preferably with some Secretary 
z Manager, FEveretts Advertising Lid, ex«pernence. Full particulars to 
Pe 10 Hertford Street, London, W 1 Box S484 Ad. Weekly 180 Flect St EC4 MEASHAM MOTOR SALES An exceptional oppor- 
KS ORGANISATION LTD. 
Measham, Burton-on-Trent tunity for a creative, 


. COPYWRITER WANTED experienced copywriter. 
. TECHNICAL o> 4 + aga Must be 
accurate and quicl Able to ke . 
for london Office p vanes Bas Be ope litho uate. Must be able to write 
Knowledge typography. Use airbrush 


, a ‘ 40-hour week Write fully, stating inci 
of world-wide advertising organisation salary required, to Phillips, 134. Not- convincing copy for a 
ting Hill Gate, London, W.11. PARK : ; 
69 : wide variety of technical 
urn ERING ~ ND RETOUCHING 
riists, to i li b a. t 
Age * preferably under 30 applicants P who mun have dret-ciees and consumer accounts. 


studio experience and able to produce 


‘xperience : at least three years with good agencies on National top-quality work. Please write. call or 
Experience accounts phone to Chamberlain Studios Ltd., 2 Apply to 
; Ludgate Hill, London, E.C.4, CENtral 
e Qualifications : a versile but practical mind; good education, ability 3570/1948 : : 
fe (which he will be asked to prove) to turn out first-class YOUNG ASSISTANT required in Pub- Mr. W. A. CLARE 
aK work. on a4 variety of interesting national accounts, teity Department of Major Film Rent- 
nd to fit in amicably as a member of a creative ing Company At least one year’s RIPLEY, PRESTON & co. 
tcam wh has been told abou this advertisement agency or publicity experience ecsscn- 
P ‘ tia!. Applicant must be keen to learn LIMITED 
FospectS = cxcetient’ The successful applicant will be paid what and willing to work hard as member 
his talents merit, will be worked hard and will be t a team. Duties include some s mple 4 Carmelite St., London, E.C.4 
encouraged to make all the progress of which he is copy-writing and captioning, re aub- 
capable) He should write, enclosing no specimens or | bing. accurate routine filing of stores 
ipable ou and stills for Library reference, general | 
: stimonials, to assistance in department as required, BUS ADVERTISING COMPANY of 
* Progressive post for enterprising man- repute have opening for salesman ac- 
Box 5465 ADVERTISER'S WEEKLY, 180, FLEET ST. E.¢.4 | C-allwork, of gifl-Friday. Write customed to large turnover; travel. 
g'sing full details of experience, stating Ergland and Scotland; age; record in 
| age and salary required to confidence 
Box 5483 Ad. Weekly 180 Flee: St EC4 Box 5453 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


FIRST CLASS 


LETTERING 
MEN 


and 


RETOUCHING 
ARTISTS 


required 
for busy Fleet Street Studio. 
Top rates for the right men. 
Full details to 
Box 5434 
Advertiser's Weekly 18@ Fieet 8t EC4 


LAYOUT MAN required for organisation 
build- 
sound 
good design 
work- 
trom press 


spccialising in architectural 
ing trade accounts. Must 

typographical knowledge 
sense and be able to 

manlike roughs for 
advertisemen.s to 

Some indication of salary 
should be given 

Box 5485 Ad 


and 
have 


produce 
anything 


complete catalogues 


requirements 


Weekly 180 Fleet St EC4 


ADVERTISING AND SALES)? 
PROMOTION EXECUTIVE © 


with creative 
required by Group of 
Considerable high-leve 

the problems of 


ability and vision 
Companies 
experience of 
marketing branded 
package{ goods is essential togeiher 
with a real understanding of the 
factors conducive to the creation of 
consumer goodwil The Group are 
prepared to pay high remuneration 
to a man able to justify appoiniment 
to a top-level position. 
send full personal 
ulars of career to 


Box 5455 
Advertiser's Weekly 180 Fleet St EC4 


Please 
and parti 


details 
date to 


COPYWRITER is required by a 
ern Department Store ‘0 miles 
Loudon Preference will be 
a keen and int 
with general store 
sweney experienc 

> rougya 
giving 

age and salary 

S482 Ad 


and the 
layouts. Reply in 
details of 


con 


South- 
radius 
given to 
ligent person 25 to 34 
merchandise or good 
abil.y to 


experience, 
required to the Director, 
Weekly 180 Fleet St EC4 


STUDIO 
ARTIST 


A well known Adver- 
tising Agency requires 
a neat, rapid worker 
to join its Studio Staff. 
He will have to help 
with the detail of 
highly finished roughs 
and in preparing 
finished artwork for 
the block maker. He 
should state his age in 
his reply which will be 
treated as confidential. 


Box 5473 
Advertiser's Weekly 180 Fleet St EC4 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 7 


STUDIO 


have vacancies for artists specialising 
in the following 


STILL LIFE - LETTERING | 
RETOUCHING | 


Progressive, well paid positions for the 
right people. 

Only FIRST CLASS artists should apply. 

Write or telephone for appointment to : 


STUDIO IRWIN LIMITED 
IRWIN HOUSE, GOUGH SQUARE, LONDON, E.C.4 - CiTy 217! 


IRWIN 


LARGE 


PROVINCIAL 
ie gt yi has a 

nz { general 
offi c idios 
wiehout 
Box 


RETAIL OR- 
vacancy for @ 
artist in its head 
Apply by — only 
pec.menms in. first mstance to 
S480 Ad Weekly 180 Fleet St bC4 


VISUALISER 


There is a 
Adverticing 


London 
British- 
Tobacco Company Limited 
10) who 
show evidence of a sound train 


vacancy in the 
Department of 
American 
for an 


artst--a man under 


ean 


ing, more-\han-average creative ability 
anc of practical experience, prefer- 
ably with an agency. Member of a 


small creative group, he 
pected to 


will be ex- 


work on many forms of 
acvertising, with emphasis on display 
and press material, for a diversity of 
overseas markets. He must be able 


to express his ideas, including figure 
in slick and presentable form 
hut finished work will not be re 
This appointment, which is 


permanent working 


subjects 


quired 
offers congenial 
conditions with very good prospects 
ol advance Apply 
giving full detail of 


experience to 


ment in writing, 


training and 


Personnel Department 
BRITISH-AMERICAN TOBACCO 
co,, LTD. 

7 Mitibank, S.W.1. 


— 


WELL-KNOWN 


' 


required by busy Birmingham 
Ivertising = agency sMudio or agency 
experence im tine, wash and lettering 
essential, Five-day week, pleasant con- 
ditions Write giving full details 

Box 4476 Ad. Weekly 180 Fleet St BC4 


LONDON AGENCY 


imvites applecations from experienced 
Account Executives. Men who hav 
indicd hor 6of} accounts will re 
ceive ft ty bur they should also be 
le 1 indle accounts of a general 
mature jJeration would be given 
1 app! nts holding advertising posi 
tions in the motor or oj! industries 
lhe s sstul applicant mus: be cap- 
a‘ { discussing and planning all 
Stiwes of an advertising campaign and 
will work under the general supervision 
of a Group Head. Ths ts an attractive 
and p nanent position with pension 
and bonus schemes 
Box 5460 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO SALES PROMOTION 


Box ‘S11 Ad) Weckly 180 Fleet S: PC4 
ADVERTISING EXECUTIVE with 
sales experience in consumer pre 
ducts required for publicity dep rent 
of important organisation At cants 
{:ged between W and 40) should have 
sound merchandising know!ledse and 
be able to write forcefully. Sal com 
mensurate with ability and caperenc 
White giving details of ag appoint 
ments held, salary required. etc to 


MANAGER required Must ha Ad 
vertising experience (agency oF 6 t 
mont), some knowledge Marke: Kk 

search and Public Relations Picasant 
personality essential Starting = salary 
£600 to £700 pa. according to qual 
fications. Write in the first ir m 

giving full details, to 


Box £509 Ad. Weekly 180 Fleet St C4 


MANAGER 
WANTED 


Immediately for growing 
postal business involving 
control of large volume of 
single monthly despatches 
and accounts. Large trained 
staff, modern premises 
Good conditions, good s.! 
ary and excellent prospect 
for energetic man with 
drive, ambition and rei! 
organising ability. Exper 
ence in modern account); 
methods including punche 
cards an asset. Age pre! 
ably below 40 but olde 
men of outstanding abil, 
and experience will 
considered. Write giv 
details of experience, q 


EXECUTIVE MANAGER 
wanted 

to develop new East 
™ growing Agency Mus have 
thorough = all-round knowledge of 
Agency practice and understanding of 


Anglian offices 


Agricultural markets Newspaper 
capericnce an advantage Age not 
over 345 years Exacclicent prospects 
for hard worker, Write in confidence 
stating present salary experience, 
cic., to 

Box 5520 


Advertiser's Weekly 180 Fleet 81 EC4 


ADVERTISEMENT REPRESENTA. 


TIVES required to canvass for a 
monthly publication with a big appeal 
to the Overseas Visitor Commission 
avd fares. Willing io travel Send 
particulars and references to 


Box S478 Ad. Weekly 180 Fleet St BC4 


A GOOD GENERAL ARTIST 


(FEMALE) 


is required for press advertising 
in the London Publicity Depart- 
ment of a large industrial 
organisation. 

Working in a spacious, well- 
equipped studio, she will be 
required to create layouts with 
originality and execute good 
quality finished art. A knowledge 
of display typography would be 
an advantage. 

A JUNIOR ARTIST would 
be welcomed—if she can show 
that she has the _ potential 
abilities for this type of work. 


Box 5505 
Advertiser's Weekly 180 Fleet St EC4 


TELEVISION COMMERCIAL 


scCRIPT 
writing 
Applications 
wih ideas 


WRITER wanted 
experience pot 
required only 


bilm script 
necessary 
from men 


and writing ability. Write, giving full 
e*perience, to 
Box £524 Ad Weckly 180 Fleet St BC4 


DOWNTONS LTD. 
require 
ASSISTANT SPACE BUYER 
ove: 25: possessing sound knowledge 
in all fiek’s of 
Applicants for 


space 
this 


must 


buying 
which 
had pre 


vacancy, 
w progressive, have 
vous experience in similar capacity 
with an Agency State age, expericnce 


and salary required to 


Staff Manager, 
DOWNTONS LTD. 


Temple Bar House, Fleet St, B.C 4. 


ARTIST. 


London Commercial Studio has 
a vacancy for a first<lass man Ideal 
conditions and good salary offered to 
sclected applicant. Write in confidence 
siving age, experience and salary cx- 


— to 
mm 5496 Ad. Weekly 180 Ficet St BC4 


fications, age, etc. to 


| 


Box 5471 | 
Advertiser's Weekly 180 Fleet © 604 | | 
PRODUCTION MAN required eat- | 
minster technical advertising 4 
tion specialising in colou: ums 
Applications are invited | ven 
who have real experience «cas | 
or allied trades. Say we asc | 
write to | 
Box 5479 Ad. Weekly 180 F C4 


’Phone your Classifieds to CHA 884) (Ex 25) 


ADVERTISEMENT 
REPRESENTATIVES 


Iwo experienced salesmen required in 
(a) Northern Eagtand, 
inc. Yorks, — and Ches. 


(b) Midlands —" Fast Anglia 
Guaranteed territory, top-grade local 
duplayed media 
Applicants must be 
carning 4-figure salary 

Box 5506 
Advertiser's Weekly 180 Fleet 81 EC4 


accustomed Ww 


YOUNG 


LAYOUT ARTIST wanted 
(male or female) with some production 


knowledge. State age. caperience and 
Salaty required Write Box W 4215, 
Haddons, Salisbury Square, EC 4 


= 
4] 
FLUTE 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FIRST CLASS 


LAYOUT MAN 


Slick presentable roughs for 
National Press Campaigns, 
posters, folders, etc. Must 
be fully experienced with a 
sound knowledge of typo- 
graphy. The appointment is 
a permanent one with excel- 
lent prospects in the Publicity 
Department of one of London's 
leading Publishing Houses. 
Pension scheme. All applica- 
tions in strict confidence. 
Write, stating age, details of 
experience and salary re- 
quired. 


Box 5354 
Advertiser's Weekly 180 Fieet 81 EC4 


PUBLICITY. Educated woman required 
4s assistant to Publicity Manager by 
public company in Central London 
Some shorthang typing desirable but 
wood English composition — essential 
Commencing salary £500. Canteen and 
“day weck. State age, education and 
commercial experience 
Box $503 Ad. Weekly 180 Fleet St EC4 


YOUNG LETTERING ARTIST with 
some experience required. Apply with 
specimens to The Studio Director, R 
Fr. Blay Lid, 10 Gees Court, Oxtprd 
St. Wl 


SPHCRETARY/TYPIST, aged 18-22. re- | 
quired for Advertisement Depariment, | 
preferably with knowledge of copy and 
blocks. Good opportunity for some- 
body keen and intelligent. Present staff 
advised 
Box $514 Ad. Weekly 180 Fleet St BC4 


484 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: **The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


¢ or she, of the employment, 


is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


following: 


cope with all sorts 


ADVERTISING DEPARTMENT OF BRITAIN'S LARGEST 
FOOTWEAR MANUFACTURER OFFERS 2 INTERESTING 
APPOINTMENTS 


We wish to find immediately, 


FIRST, a sound, quick-witted and obliging ARTIST 
capable of producing slick layouts for general press 
advertising, roughs and mockups for Icaflets and price 
lists. We don’t want a four-figure man but we are able 
to make the right man an attractive offer. 


SECOND, a young but experienced man or woman, who can 

of 
library and mechanical 
essential, with at least two years’ practical experience. 
Salary according to qualifications. Five-day week, can- 
teen. Few minutes walk Bond Street. 

Both applicants should send full details, in writing, of age, 

experience, salary expectations, etc., to: 


Advertising Manager, 


28 GROSVENOR STREET, LONDON, W.1. 
Mark your letter ‘Personal’ 


for our London Office, the 


block-ordering problems, art, 
production. Agency training 


YOUNG GENERAL ARTIST. Permon- 
ent and progressive position with office 
couilpment manufacturers. Good let+ 
tering an asset, keenness and initiative 
essential. Write, stating age, experi- 
ence ang salary required to Ronco 
Neopost Ltd., 34-35, High Holborn, 
wc 


FREE LANCE creative layout artists 
required to undertake work for Fleet 
Sureet Studio ; 
Box 5452 Ad. Weckly 180 Fleet Si EC4 


RCN 


sentation required 
to accept full responsibility fe 
are essential qualifications. 


specimens) and tell us all 


EXPERIENCED 


standard of visual presentat 


round ability in various art 


the work of senior visualis 


R.C.N. * 184 STRAND 


REQUIRE 


SENIOR VISUALISER 


fop line “thinking” ability and standard of visual pre- 


A willingness to work in a team or 


envelope “SENIOR VISU ALISER.” 


with particular accent on good figure drawing. A high 


must also be willing to translate into finished layout form 


marking envelope “LAYOUT MAN.” 


or original creative thinking, 
Write in the first place (no 


about yourself, marking 


LAYOUT MAN 


ion is required and an all 


techniques. The applicant 


ers. Write (no specimens) 


* LONDON * W.C.2 


DIRECTOR requires woman 25-35 
Agency experience 200d = shorthand 
typing speeds. Sound common sense 
to act as Secretary and later personal 
sesietnnt Starting salary £390 pa 
rite 
Box SSO1 Ad. Weekly 180 Fleet St EC4 


TYPOGRAPHER 


wanted by 
PRITCHARD WOOD 


We are looking for a young 
typographer who is now work- 
ing in an Advertising Agency and 
who wants to extend his ex- 
perience and work on National 
Accounts. 5-day week. Canteen. 
Please write fully, giving par- 
ticulars of experience, age and 
salary required to H. C. Caffin. 
F.C. PRITCHARD, WOOD & PARTNERS LTD 
25 SAVILE ROW, W.1 


PRODUCTION, Experienced Production 
Man wi.h Agency experience to handle 
a number of Technical accounts for 
London Agency. Sound knowledge of 
mocess work and type-faces essential 
Write fully, giving age, experience and 
salary expected, to 
Box $494 Ad Weekly 180 Fleet St EC4 


EXPERIENCED AIRBRUSH 
PHOTO-RETOUCHER 


required 


Excellent prospects. Pleas- 
ant working conditions. 5 
day week, 9-5.30 p.m. Start- 
ing Salary £10 p.w. 

THE PHOTO REPRO CO. LTD. 


Photo House, St. Martin's Court, W.C.2 
(50 yards Leicester Square Station) 


DUNLOP RUBBER CO.. LTD., Adver- 
teing Department (Allied Group) effers 
interesting Occupa.ion to experienced 
storthand typist, age approximately 21, 

prcterably with some experience in 

advertising. Five-day week, inexpen- 
sive canteen service. Apply by_ letter 

to 10 King Stree:, London, S.W.1 


’Phone your Classifieds to CHA 8844 (Ex 25) 


SEPTEMBER 10, 1953 


APPOINTMENTS VACANT 


STUDIO IRWIN 


have vacancy for 


ACCOUNT 
EXECUTIVE 


An excellent opportunity 
for young man with energy, 


initiative and good working 
knowledge of advertising. 
Write giving full particulars 
to: 


Managing Director, 
STUDIO IRWIN LTD., 
Irwin House, Gough Square, 
London, E.C.4. 


AMERICAN PUBLISHERS in London 
require experienced Space Salesman. 
Telephone GRO 3651. 

SHORTHAND TYPIST / SECRETARY. 
Experienced Secre.ary 
London Advertising Agency Write 
giving details to Lambe & Robinson 
Li., 169 Regent Strect, W.1. 


MANAGER 

required 
for large provincial printing firm 
handling periodicals, catalogues, posters 
and general printing. Letter-press and 
silk-screen Apply in writing full 
particulars, experience, qualifications 
and salary required 

Bo 


= 5504 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN required for Lon- 
don Suburbs. Media supported officially. 
Salary, Expenses and Commission to 
experienced representative. Permanent 
employmen:. Apply 
Box SSI0 Ad. Weekly 180 Fleet St EC4 


TOP-RATE MEN 
WANTED IN 
BUSY STUDIO 


With wide agency or studio 
experience, capable of pro- 


ducing first-class work. 


RETOUCHERS 
GENERAL ARTISTS 
LETTERERS 
FASHION ARTISTS 
VISUALISERS 


These appointments are per- 


manent with excellent pros- 
pects. Write, giving full 
particulars of experience, age, 


salary required, etc., to: 


R. D. Bradford, 


The Fleet Ilustrating Service 
Ltd., 
10 Argyll Street, London, W.1 


LAYOUT. First-class Man with Agency 
experience required for London Agen- 
cy. Must be capable of visualising if 
required. Write in first ins:ance, stating 
age, salary required and experience 
Box 5495 Ad. Weckly 180 Fleet St EC4 
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SEPTEMBER 10, 1953 iii ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


CRAMMAR SCHOOL BOY (GCL) 


JUNIOR ARTIST - APPOINTMENTS VACANT | Goer’ Publicity, ling Unctesed in "Ou 


Clark, 59a Christchurch Road, S.W.2 
YOUNG SPACE-SALESMAN who is ARTIST RECUIRED for mail 1% 


| 
| 
- oe we ~ GRADUATE, 6, with exceptionally 
Wanted At Once | looking for am opening, where merit leaflets, catalogues for Mact . varied enperienes tn aredic. FP... cogs 
! 


will rewarded by promotion and makers. Visuals and complete writing, sccks progressive executive job 
B A Stud clary increases, is required by a - . : coqmeeras, som: Box $490 Ad. Weekly 180 Fleet St BC4 
us enc tudio requires known group of Flee: Street periodica t wards Ltd., 35 . : 

spo d 8 | y Pa publishing companies Selling classified Road) N.W.1. EUS 4681 you NG LAYOt T — typographer 
immediately a young ayout and nall display spaces will be the ADVERTISING AGENT, <i! . . eee ee, ae , ye 
artist with very fast output on climinary test and, if successful, a required by Weekly Publicat : ox ‘ eekly 


adaptations and printers’ lay- tion selling display space on one mission basis only. Write Be 5 . 
aro Periodicals will be ar- Willing’s. 362 G ° i 4 
outs. Sound knowledge of and angeé Coen salary £7-£8 pa “Cl ciatntnowoteg FREE LANCE SERVICES 
flair for typography essential; articulars of age and experience to | ARTIST (TECHNICAL) req 
ability to cast off and mark up S386 Ad. Weekly 180 Fleet St EC4 work of exceptional interes t 
nection with Guided Weapor t 

type also moeneenry., af course. Applicants mus: be able FREE LANCE ARTISTS 

reative visualising ability is not clear and accurate sectional e 
so important in iis a i is a FIRST CLASS drawings of small electrical a ’ For all types of Artwork for 

P J nical devices. Air brush exper Children’s Books 

slick and workmanlike capacity able. Good salary and pros; ; aod 
for printers’ lays and pienty of LETTERI NG son scheme Full details of ‘ nce, 
them. ctc., should be sent to the A THE TUDOR ART AGENCY 


Manager (A), The Fairey Av 


: L'd., De AW, Hesto { | Furnival Street, E.C.4. WHOL 684! 
Full details quickly, please, to ART I ST aes a a , 


Studio Ma SALES AND WANTS ADVERTISING, SALES 


M 
an ust be good modern , 
STEPHENS ADVERTISING SERVICE PROMOTION 
LIMITED stylist with creative IMPROVED LETTER FILES. \ and Marketing Executive with a gift 
list GAZEBO, $7 Packinew ' for copy that sells, plus experience 
ll New Court ° Lincoln's Inn, * W.C.2 ability. Required by Acton, London. W.3. ACOr i gained with famous national advertisers, 
FOR SALE: Exhibition Stang - available for free-lance consultation and 
site at the Castle Br ch 5 creative planning Reasonable fees 
R. F. BLAY LTD. the B I FE pa ee Preliminary inquiries in confidence to 
INTERNATIONAL ORGANISATION Box 5431 Ad. Weekly 180 1} ’ , Box 5443 
requires oonleennt to o_o wt 10 Gees Court, Oxford ot.. Ww. Advertiser's Weekly 180 Fleet St EC4 
acr. Write to Box A 593, E. 
110. St. Marin’s Lane, W.C.2, giving APPOINTMENTS WANTED a LAYOUT AND ART. 
gc, past experience, references and WworR by an experienced artist. Any 
salary required JUURNALIST (25) with ex; type of book undertaken, Moderate 
Representative, knowledge charges 
graphy and Book Trade, cks : Box 5498 Ad. Weekly 180 Fiect St BC4 
A TECHNICAL WRITER LAYOUT in any capacity with Publis ~~ 


required Hox 5497 Ad. Weekly 180 FI 


TECHNICAL AUTHOR 
by firm in N.W. London area manu- T T 
facturing aircraft electrical equipment AR is ASSISTANT EXECUTIVE 


Seeks position with Advertising Agency having Agency and Industrial experi- 


Acplicams must (have _coscke, ete | or Manutacturing Co, where si round | | | ence in the preparation of all forms 
cal specifications from data or draw- required by London ee - be - etveneage. of Technical Literature requests com- 
ings. Electrical knowledge essential j un nowledge of production, art missions. Strictly confidential 

The position is superannuated and Agency. Ability to pro- print buying. Experienced in handling 

gives considerable scope to an am- duce slick layouts with National, Trade and Technical Accounts Box 5519 

bitious man with adequate experience Age 26; at present with London Advertiser's Weekly 180 Fleet 61 EC4 
Write, sta:ing experience, age and adaptations and accurate agency, Write: Box 5487 

salary required to Advertiser's Weekly 180 Fleet St EC4 


type specification. Give Z 
Box 5507 ‘ 
Advertiser's Weekly 188 Fleet St EC4 details of experience and oS capable and attractive “ _—— MISCELLANEOUS 
, ability, with imagination, widely travel- 
— state salary required. —~ Why & £ . a . pA nn oni DEBTS collected throughout Britain, No 
ox $486 Ad Wee result no charge. Brilegal (Estab 
Box 5422 < aaapers wns xe my ve : es Se 1919) BO Leeds Rd, Bradford 
Advertiser's Weekly 180 Fleet St EC4 years’ experience of Printing and Ad- 
THE vertising, secks appointment where all- ADVERTISE WITH CRYSTAL 
round knowledge is desired Previous PERSPEX RULERS 
positions include Print Buying, Art Inscribed in colour with your mes- 
COPY DETAIL STUDIO MANAGER Buying, Production Management and sage. At lowest prices from actusl 


Assistant Account Execut 
required 


Box $492 Ad Weekly Is Elect St BCS ee 
DEPARTMENT for Silk Screen Printers producing top THE NORMOGRAPH CO., LTD, 


\ k lila Westbourne Grove 
quy com. ngiguent ath vow ADVERTISEMENT MANAGER Londos, W.2. 
to partnership. No capital South 


of a well known Pidlende WITH LARGE CONNECTION BAY. 7222 
Box 5474 and successful record—offers his 


ADVERTISING AGENCY Advertiser's Weekly 180 Fleet St EC4 services on commission basis. Further 
information in confidence from 
has room for a Sen $423 
, _ — 7 ARTISTS Advertiser's Weekly 180 Fleet 61 EC4 
YOUNG ASSISTANT urgently required for 


PENIRBRUSH RETOUCHER: PRINT BUYER sock AA and IIPA 
, ac ; “Om. also-AIRBRUSH RETOU m4 for RE noes Comnge wit 
who has already com BEST CATALOGUE. ILLUSTRAT- pects h.. ide experience, buying I . 
. —— ING Progressive posts, holidays press litho materials r 
pleted his National with pay No Sa:urdays—Write suppliers in London 3% pr E x A M I N ATi oO N Ss 
r ; ‘Hl stating experience and wages Box 5488 Ad. Weekly 180 I IN 
Service. He w i - Box 5337 ADVERTISING AGENCIES AND PUB- NTERNATIONAL ~~ CORRESPON- 
rvice. He will natur Advertiser's Weekly 180 Fleet St EC4 LIC RELATIONS. Belicys: t the DENCE SCHOOLS offer comprehen- 
F T : b oa e “d I ea future development of pul sons sive and up-to-date Home Study 
ally De require to have must lie with the advertisin e Courses and Tuition in preparation 
a pro. of many years’ « nce for the above Examinations These 


a good knowledge of would like to discuss with ot the = ed been prepared by «x 
= large agencies the possibilit { of Dericnced a successful advertising 
reproduction processes ARTISTS ett Ad ee tae rma 


fox $522 Ad. Weekly 180 I 1bc4 Year after year 1.C.S. Students figure 
P : °¢ . ASSISTANT ACCOUNTS EXECU rive prominently in the lists of passes and 
and type setting; and Studio Corot have vacancies for: secks further experience in m with our help many advertising men 
= , where his all-round ability ded. an women have become Associates 
should come intending . VISUALISER/ARTIST Alert, tidy mind - i ek. AA. Ce 
ox S500 Ad. Weekly 180 I 4 olders 
to stay capable of finished Artwork. JUNIOR ACCOUNTS FXECUTIVE | All our candidates are coached until 
Stay. seeks position in Agency. ! OF successful without extra charge 
LETTERING ARTIST clbow room to use own i ne MMERCTAL nor Te ai; STER 
, Box £491 Ad. Weekly 180 1 t ) ’ POS 
ae capable of producing still SHORTHAND-TYPISTS. | Pr DESIGN’ LETTERING® ani SION 
Advertiser's Weekly 180 Fleet St EC4 lif A taries, Clerks, etc. If y - WRITING 
we when necessary. urgent need of staff, conte f Write to-day for free book containing 
| nga ee ; ’ full information about our excellent 
treet, 4 tehal instruction service 
AkTIST. Vacancy for all-round artist, Applicants must have at least 3 | specialise in efficient perso: j 
preference given to one experienced in years’ Studio Experience. ‘Phone | | VISC ALISER COPYWRITER tuder Dept. 2B, INTERNATIONAL 
Se oan Wire, wna ee | | GERrard 3758 for appointment. ig Sy CORRESPONDENCE SCHOOLS 
perience ‘salary required to s opening with agen international Buildings, Kingsway,W (2 
Box <521 Ad. Weekly 180 Fleet St EC4 | ) Ad Weekly 1KO | thc 


"Phone your Classifieds to CHA 8811 (kx 25) 
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ADVERTISER'S WEEKLY 


THURSDAY, SEPTEMBER 10, 1953 


COMPANII 
ND Ci] 
HOMI 


BAS 


TELEPHONES 
Editorial HOL 6817 
Subscriptions HOL 2447 
Advertising HOL 2829 


AN ADVERTISING 


PAGI 


THE CONCISE MUNICIPAL DIRECTORY 
AND BUYERS’ GUIDE 


(Hor 


3 ST 
| Year of publication 
Available January 1954 - Price £1 15 O 


LHe 
mel 


A 
i 


I 
y 


RATE - £20 


4 Clements Inn, London, W.C.2 


and ()\ Crscds) 


- 
URGENTLY 

| WANTED 
SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone: Mitcham 2231-1881-4054 Telegrams: Destroying, Mitcham 


— STOP 


REG PALMER 
JOINS DTV 


REG PALMER, FORMERLY 
ASSISTANT GENERAL ADVER- 
TISEMENT MANAGER OF 
KEMSLEY NEWSPAPERS LTD., 
HAS JOINED DUDLEY TURNER 
& VINCENT LTD. 

R. F. Rooke, of the Metal Box 
Co., Ltd., re-elected chairman of 
the Self-Service Development Asso- 
ciation with P. E. Hynard (indepen- 
dent retailer) as vice-chairman. In 
addition to G. W. Scales (Little- 
woods), who retains the treasurer- 
ship, the council now consists of 
A. F. Castle (Meredith & Drew), 
C. Kirby (Express Dairy Co.), H. G. 
Makins (National Cash Register 
Co.), C. E. W. Oliver (Parnell & 
Sons Ltd.), A. N. Orr (Maconochie 
Foods), A. W. Souster (Weetabix), 
C. H. Sykes (Galbraith Stores), 
H. J. Wicker (London Co-operative 
Society), and H. E. Webb (indepen- 
dent retailer). 

Leslie B. Singleton has been ap- 
pointed managing director of Cecil 
Swann Ltd. Since 1945 he has been 
managing director of the General 
Advertising Co., Ltd. 

New campaign for Aladdin Indus- 
tries Ltd. using large spaces in 
national daily newspapers, weekly 
and monthly magazines, and special- 
ised press. Avents: W. S. Crawford 
Ltd. 


TWO FREDS 


(continued from page 431) 


magnificent effort of John Sime, 
who was responsible for the pro- 
gramme. 

Among M:. Milne’s guests were 
two chairmen of London advertis- 
ing clubs (Howard Potter, of the 
Aldwych and Harold Butler, Pub- 
licity Club of London) and seven 
members of the Council of NABS 
~Mrs. Amy Pearce, Philip Emanuel, 
Leslie Harwood, “George” Clark- 
son, Howard Potter, Pat Crane and 
Miss Edith Nowell. 

Mr. Milne read a telegram of 
good wishes from another member 
of the Council, Glanvill Benn. 

The Advertisers and Agents team 
scored over 100 in littl over an 
hour before lunch. 


Wincarnis launching cheaper tonic 
wine—Red Label —selling at 10s. 6d. 
Display material being produced 
by the agents, London Press Ex- 
change Ltd. 


Lambe & Robinson Ltd. placing 
strongest campaign ever prepared 
for Batger & Co., Ltd., confection- 
ery manufacturers, in national 
dailies, women's magazines and 
children’s press. 


Pye launching new range gramo- 
phone records. No news yet of ad. 
plans. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
September 10, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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